


eA nybody can turn electric 
lights on and off. Nobody 
does it regularly. 


No business firm willknow- 
ingly permit its reputation 
and profits to be sacrificed 
because its lighting is not 
used when it should be. 


A window that is trimmed 
and lighted regularly helps 
put across the thing called 
“reputation” with the 
goods displayed. 


Irregular lighting of win- 
dows—no matter how at- 
tractive they may be at 
times—cannot do this. 


If you have no TORK 
CLOCK, get one. Your 
eleétrical man will tell you 
the size you need. 
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A TORK CLOCK costs 
$15 to $25. No operating 
cost. Wind weekly. On and 
off daily. Easy to install. 
Well-built and simple. 


Complete illustrated folder 
and names of nearby dis- 
tributors sent on request by 
TORK COMPANY 
8 West 40th St., New York 











Color-Ray No. 66 shown 
above attachcd to an 
X-Ray Reflector with 
Color Slide inserted. 


“How It’s Done” Is No Secret! 


The Book Tells It! 


There’s nothing mysterious about ‘“‘catching the eye’’ of the 
people who walk along the street! It’s a simple job for the 
man who understands lighting and knows WHAT reflectors to 
use and WHEN to use them. 


The secret (as some people call it) is nothing but an intelligent 


use of Standard X-RAY REFLECTOR equipment. 


This spring, like every other spring, people will expect some- 
thing different in window displays. Color Lighting and special 
effects will play a big part. 


Equip yourself with our new hand-book on “Store Lighting 
with X-Ray Reflectors.” Make sure that you will have avail- 
able at your finger-tips all the up-to-date information on light- 
ing that you're going to need! 


A copy of this popular book is yours for the asking. 


Use the coupon! 


Curtis Lighting. Inc. 


Grouping of 
NATIONAL XRAY REFLECTOR co. X-RAY REFLECTOR CO. of NEW YORK inc. 
LUMINAIRE STUDIOS tnc. 


1136 West Jackson Boulevard Pacific Finance Bldg. 
hicago 


31W.46TSt. 
New York 


Los Angeles ,f 





Above— X-Ray Show 

window Footlights. Lef¥ 
az No. 33 FLOOD-RAY 

“With Center Spot Beam.” 








“We Harness Light” 

That is the purpose of the |f 

wens formed organization 
i hich j is msi as Curtis 

Lighting, Ine 

This jicleciaeaitas is a Broup- 


ing of three separate com- 

mies under the personal 

irection of Augustus dD. 
Curtis whose picture to- 
gether with that of our . 
newly completed ilding, 
is shown above. 
















Curtis Linkin. Inc. is a 

ein . Neon 

Retieetor fsctor Co pisy 
Co. of N.Y. Ine. 4 

Studios, Inc. 








‘ CURTIS 
Fi LIGHTING, 
s ¢ Ine. 

‘ 1136 W. Jackson Blvd 
Chicago, Illinois 
= Gentlemen: Send me a 

y copy of your serial 393, 
@ _ “Store Lighting, with X-Ray 


? Reflectors.” I want to 


fee about store lighting, effects. 
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mation. Read and pass on to 
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$2,500 in Cash Prizes 


For Finest Window Displays 





HE Richmond Hosiery Mills will offer Additional Grand Sweepstakes Prizes 
a series of prizes in 1924 for the best In addition, there will be given a first Grand 
window displays of hosiery, in an open Sweepstakes Prize of $500 and a second Grand 
sep See among window display men in Sweepstakes Prize of $250 for the best display | 
all parts of the country. constructed, regardless of size or location of 
Many Cash Prizes store. All photographs, regardless of the class 
' ‘ = ; they were entered in, will be considered in 
. ee - cash will be distributed as prizes to awarding this prize 
the display men producing th ti . 
eres: st y Pp g the most attractive Arrowhead Displays | 


All photographs entered in the contest must 

Equal Chance for All be those of displays made between January 1, 

In order that the display man in the smallest 1924, and December 24, 1924. The displays 
store in the smallest city may be on an equal must contain no hosiery except Arrowhead— 
footing with the displayman in the largest and in the event that a store does not stock 
store in the largest city, the contest has been Arrowhead Hosiery the Richmond Hosiery 
divided into five classes, as follows: Mills, Inc., will furnish the display eae free 
5 aad 5 whee sank ¢ of charge, with a sufficient quantity of Arrow- 

Class 1 Stores 78s, et ope aenree head Hosiery to enable him to participate in 
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y tion and under. mi aes 
ee e contest. 
| are ti in cities of over 5,000 and In the event of a tie in any of the classes the tt 
i GET oc ria full amount of the prize will be given to each 
Class 3—Stores in cities of over 25,000 and tying contestant. 
under 100,000. Send the Coupon j 
— plage cities of over 100,000 and Get now the rules of contest and complete in- J 
wee ime = formation. It costs nothing to enter. f 
Class 5—Stores in cities of over 500,000. Use the accompanying coupon. Mail it to the if 
. , Richmond Hosiery Mills, Inc., signifying your 
Cash Prizes in Each Class intention of entering this contest. Sit down at | 
In each class a first prize of $200, a second once and plan your hosiery displays for this year. 
prize of $100 and a third prize of $50 will be Here is an opportunity to help your store make | 
given for the best displays, judged from photo- more and greater hosiery sales and at the same / 
graphs. time pay yourself handsomely for your efforts. f 
¥ 
RICHMOND HOSIERY MILLS, INC f 
Established 1896 / 
, Makers of Arrowhead Hosiery for all the Family 1 
\ CHATTANOOGA, TENN. - 
ypocst 


: " f Incorporated, 
\ Ankle-Clinging wo 7 Chattanooga, Tenn. 
~~ 





F Gentlemen: 


HO; I | R a 7 I will enter the 
Y Ps Arrowhead Window Dis- 


Va 7 play Contest conducted by 


Fe or al Z the Fam ely ae. 7. you during 1924. 






; Send mean Arrowheadcatalog. 
Write now for the rules / Send me folder giving further 
of the contest, or if 
you prefer the coupon 


may be used. 


N 





7 information and helpful display 
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Champions of Display Advertising 


Ps i NSPIRED with the vastness of the possibilities 
Ore i for the development of window display as a 
~2| definite and distinct advertising and sales func- 
tion, The DISPLAY WORLD made its bow to the 
mercantile world nearly two years ago with high ideals 
and a constructive program. It was enthusiastically 
received, not alone by members of the display profes- 
sion, but by national advertisers, as a definite part of 
The DISPLAY WORLD’s program was to be the 
proper coordination of display in the advertising and 
sales campaigns of the national advertisers. 

Discouraged at times, The DISPLAY WORLD 
stuck to its knitting and began to leave a noticeable 
influence in its wake, this gradually increasing from 
month to month, until today there is a concerted move- 
ment on foot to establish a national association to prop- 
erly study and analyze the utilization of window dis- 
play, not merely as to the artistry or craftmanship of 
their execution, but in a big business way, so that 
display might more efficiently and more generally be 
employed. In other words—to develop a keener appre- 
ciation of its potency in actually making money for 
its users. 

Window display advertising, admittedly one of the 
oldest forms of publicity or advertising, has been out- 
distanced by its newer brothers. There was a reason 
for this, because an intimate knowledge of the subject 
was little known to most merchants and national adver- 
tisers. For the most part, only the artistry of execution 
had been given any attention. It is not difficult to find 
the reason for this, as there had been no progressive 





publication representing display as a distinct and unique 
institution, and, furthermore, there was no organization 
of the users to study and develop its use. 


Any catise or movement needs its champions, and 
it was the lack of such assistance that has, in the past, 
withheld the proper growth and appreciation of win- 
dow display advertising. The DISPLAY WORLD 
has most assuredly championed the cause of window 
display advertising and has given the subject more 
widespread publicity in less than two years than it had 
received for nearly a decade previous. 


And this publicity has started the big men to think- 
ing, and this reflection is to take shape in a movement 
to organize a national association to foster the develop- 
ment of window display advertising. Some of the 
country’s best known publicity and sales executives are 
taking an active interest in the movement, and we look 
for big things ahead for window display. Consequently 
The DISPLAY WORLD will continue to lead the 
way constructively, and with the proper spirit of co- 
operation that will eventually gain for window display 
advertising the recognition it deserves. It is a medium 
that should be established along with other forms of 
advertising, for advertising, after all, is the real factor 
in bringing sales. 

Surely the display medium needs its champions—it 
already has The DISPLAY WORLD consecrated to 
this service, and the rainbow on the horizon reflects a 
new era, as an influential national organization seems 
to be in the making. 
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No. 5102 Costume Form 


Costume form correctly modeled to 
conform with the latest lines and 
new fashions of women’s wear. 
Low cut, flesh tinted, full enameled 
bust, white jersey covered body. 
Form -adjustable on _ standard. 
Made in all standard sizes. Size 36 
shown in illustration, equipped with 
ll-inch base, 19-inch wood stand- 
ard, and 16-inch round ¥%-inch 
metal tubing, upon which the form 
is adjustable for position. Sateen 
covered if desired. 





No. 5112 Three-Top Table 


Has 8xll-inch shaped tops to con- 
form with detail of correct Hepple- 
white period. The tops are 16, 26 
and 36 inches high, respectively. 


Spread at bottom of legs, 24 inches. 





HEPPLEWHITE 








{ The Hepplewhite Design combines grace 
with practical weight. It was the aim of 
Hepplewhite, the British designer, to com- 
bine or blend “the useful with the agree- 
able.” It was his purpose to produce a de- 
sign that was new and spritely (not neces- 
sarily a novel design), but a design out-of- 
the ordinary and graceful. Our adaptation 
of his work is true to type in every 
particular. 








“The Merchants’ Guide” fully describes all 

our Period Designs, as well as showing 

Metal Fixtures and Papier Mache Form 

models (which are always the latest for 
style). 


Hugh Lyons & Company 
Lansing, Michigan 
SALES OFFICES 


New York—35 W. 32nd St. 
Chicago— 217 W. Jackson Blvd. 
Baltimore— No. 1 N. Eutaw St. 
Boston— 52 Chauncy St. 





No. 5133 Shirt Waist Stand 


Made with 6-inch base, 24% inches 
high over all. Top is fitted with 
thin wood hanger. Also made in 
heights 30, 36, 40 and 50 inches. To 
be used as garment or dress dis- 
players. 30 and 36-inch heights 
have a 7-inch base; 40 and 50-inch 
heights have a 9-inch base. 





No. 5116 Flat Top Displayer 


Has a 4x8-inch flat top on standard 
12 inches high. 











No. 5124 Costumer 
A fixture that keeps garments 
handy and ready for the customer’s 
demonstration and approval. Does 
away with unsightly stock piles. A 
substantial yet graceful design. 
Tapering post 344 inches at bottom 
to 134-inch top, 66 inches high over 
all. 16-inch weighted base. Cross 
bar %-inch round metal, 24 inches 
over all, 12 inches on each side. 
(Similar costumers adapted for 

each period design.) 





No. 5136 Shelf Stand 
Designed to be a useful displayer 
for small specialties. Counter, drug 


store or special departments. The 
low table has a 12x24-inch top and 
is 6 inches high. The standard 
is perfectly equipped with three 
adjustable shelves, making the fix- 
trré 30% inches high over all. Top 
-nelf, 5x10 inches. Middle shelf 
7x14 inches. Bottom shelf, 9x18 


inches. 
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Spring Calls For Hardware Displays 


Construction of Colonial house background also provides something 
available for other later summer windows 


By J. T. NORTHROP 
Advertising Manager, Smith-Winchester Co., Jackson, Mich. 





r= |g is interesting to note the development of 
Oe } hardware window displays throughout the 
<> country. These displays are becoming more 
elaborate, more interesting and more valuable to the 
dealer each year, due to the fact that hardware dis- 
playmen are giving more attention to the proper ar- 
rangement of merchandise to procure the greatest sell- 
ing effect. One of the secrets of the advance in the 
standard of displays is the installation of backgrounds 
that can be utilized for several windows. 

No doubt many hardware displaymen can repro- 
duce the display I am putting in as I write this article, 
and a description may be somewhat readable. The 
window that I have reserved for my spring and sum- 
mer paint, garden tools and builders’ hardware displays 
is 22 feet long and 6 feet wide. I am installing a back- 
ground 8 feet high, constructed of wall board to repre- 
sent a Colonial house, showing the doorway and two 
windows, with flower boxes, curtains, etc. This shows 
the siding, just as a real house would look, and at the 
top there is just enough green-stained roof showing 
to give the right impression. 

The steps will be built almost to the front of the 
window, and serve to display merchandise on. The 
floor of the window is covered with grass mat rugs and 
looks so much like grass that you almost have to taste 






it to tell the difference. I have also installed a small 
lilac bush, in bloom, and a small apple tree in blossom. 
On the porch there will be two green ruscus trees in 
green pails. The house will be painted in cream color 
at first, and possibly changed later to white. 


This background makes an ideal setting for a paint 
display, and I’m thinking of using a cut-out of a 
painter actually at work painting the house, which 
should certainly attract much attention. Later on this 
setting will be ideal for garden tools, lawnmowers, 
lawn hose and lawn sprinklers, and, better yet, for 
builders’ hardware, because I can actually put it to use 
on the door of the house. 


Almost any store can adopt this background, as it 
is inexpensive. The store carpenter can assist in mak- 
ing it, and no doubt the lumber dealer would cooperate 
if given a little advertising along with that of the store 
making the display. Plans for the house front can be 
obtained out of almost any magazine, and if wall board 
is not desired, lumber can be used instead. 


I figure that this display will be good enough to 
leave in for three or four months, by changing the 


merchandise and application of the idea. It surely 


simplifies the background problem and makes the actual 
trimming of the window much easier. 





* ~~ Qa eee eek 


Display by F.P. Givin:‘for Neunner Corporation, Los Angeles, Winning Second Prize in Sheaffer Pen Contest 
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Window Display Course Is Effective 
Teaching of subject in technical high school proves to is of great 


interest and value to students 


By the Class of 1923 


Commercial and Technical High School, Omaha, Nebraska 


m>) HERE may be people who think that teaching 
3 window display in high school is purely a waste 
) | of time and money, but I will venture to say 
that if you put the question to any member of the class 
which was the first to take display in our school you 
will receive a decided opinion to the contrary, and very 
probably, before the interview was over, would come 
to the conclusion that a course in window display was 
about the most valuable and vitally interesting subject 
which had ever been taught. I am sure you would if 
the person was as enthusiastic as most of us were. 

Display is usually taken after the course in adver- 
tising, and covers a period of twelve weeks. It does 
not aim to turn out professional displaymen, but rather 
to increase the efficiency of the sales person by teaching 
him the best way to display his merchandise, and to 
indicate to the more ambitious a field of further study 
which pays rich dividends. 

The first few weeks were spent in mastering some 
of the essentials in display. We learned of the neces- 
sity of harmony, balance, centered attention and repe- 
tition. Diagrams of our two show windows were made 
showing the units in each and the relative heights. Our 
first real displays were counter displays. As the course 
was very new and there were no regular texts, we, as 
pioneers, had to do a greal deal of reference work and 
outside observation. One day of each week we dis- 





cussed current events from the various display maga- 
zines and newspapers. These clippings we kept in our 
note-books with notations from articles brought in by 
other members of the class. 

Our first real window trim was one of canned goods. 
The boys put in a Heinz baked bean window, and the 
girls a Heinz spaghetti window. After we were all 
through we criticized our work from every possible 
angle and found many points for improvement. A dis- 
cussion of seasonal windows led to the making of dis- 
play calendars by each member of the class. These 
gave suggestions for the most appropriate displays for 
special seasons and holidays. 

We spent another week studying bi-symmetric and 
occult balance and discussing which was most suitable 
for showing certain types of mercharidise. All of these 


preliminaries had been interesting, but the two weeks 


we spent on the study of color proved the most inter- 
esting of all. We learned the origin of color, which 
were the most suitable for backgrounds, which attracted 
the most attention and which attracted the least. ‘We 
discussed various color combinations and cut color plates 


. from magazines to illustrate our schemes. After all the 


material at first hand had been exhausted, we turned to 
the business men, and were treated to a splendid talk 
by Mr. Livingston, interior decorator of Orchard, Wil- 
helm Co., who is an authority on color. 





Shoe Evolution Window in Omaha Technical High School, Prepared by Students 
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By this time we had learned most of the elementary 
points of display and were ready to put them to use. 
Each member of the class drew a plan for his window 
and worked out a definite color scheme and a definite 
purpose. After these plans had been discussed by the 
class and approved the window was put in. 

One of the girls worked for a crockery firm and 
found china rather a stiff and prosaic sort of thing to 
put in a small window and still be attractive. She 
worked a long time on her plan and at last put in a most 
original and pleasing window. She displayed a service 
of Royal Dolton china with a small wicker tray form- 
ing the table and a green porch screen as a background. 
This gave a suggestion of eating on a cool porch, and as 
the weather was warm many people paused to admire. 

The boys put in some splendid windows of men’s 
clothing, and there were a number of good case displays. 
After each window was completed it was criticised con- 
structively by the class and the criticisms were entered 
in the note-books. The miniature displays were made 
during the last week of the quarter. These were planned 
and made just as the large displays had been, but sup- 
plied an opportunity for originality, for instead of hav- 
ing to use what materials we had we could make them 
as elaborate as we wished. For these we used small 
boxes, dolls and cutouts to get the desired effects. Each 
individual had worked to make his display both attrac- 
tive and effective, and the results were all interesting. 

This ended our work in the window display class, 
but we all left it feeling that we had gained a knowledge 
which would always be a help to us, whether we were 
salesmen, advertising men, department managers or 
dressmakers. Maybe we all felt just a little envy for the 
people who would have the good fortune to use the 
beautiful show windows in the model store of the new 
building, but we can look back proudly and say, “We 
were the pioneers.” 





DEPICT METHOD OF PURCHASING MODELS 


The methods by which a western merchant selects his 
stock in New York City were portrayed recently in a 
fashion show staged by Switzer’s store, of Phoenix, Ariz., 
in a local theatre. The setting represented a New York 
show room, and the whole idea was carried out in keeping 
with Mr. Switzer’s trip to New York, just prior to the show. 





DISPLAY MANAGER ADDRESSES AD CLUB. 


Dave Schaefer, display manager of the Rudge & Guenzel 
Department Store, Lincoln, Nebr., recently addressed a 
meeting of the Lincoln Ad Club, and urged care in the 
window displays of low-priced goods, advocating truth in 
this form of advertising, owing to the impression gained 
by newcomers to a city through the store windows. 





JUVENILE MAGAZINE PLEASES KIDDIES 


Boggs & Buhl, advertised as “The Children’s Store of 
Pittsburgh,” is delighting the kiddies with a monthly pub- 
lication, “The Juvenile Magazine,” filled with interesting 
reading for children of all ages, pictures to be painted and 
other material. The little magazine is attractively arranged. 


Accuracy in Anniversary Display 


Windows of department store show articles 
actually used in former years 


Roy M. Shaver, display manager for J. R. Newman & 
Sons’ store, Pittsfield, Mass., recently arranged one of the 
most attractive displays shown in that city in many years. 
It depicted a Pittsfield parlor of the year 1858, and every 
article in the display was used that year, in that city. The 
special window was arranged to attract attention to the 
sixty-sixth anniversary sale going on at the store. 

A quaint dress of the polonaise style, the property of 
a prominent Pittsfield woman, and worn by Miss Susie 
Parker in 1858, then a missionary to China, adorned the 





Anniversary Display, J]. R. Newman & Sons 


wax model in the display. A cutaway coat shown was made 
from cloth produced at the Hinsdale Woolen Mills in 1858. 
All the other articles were owned by patrons of the New- 
man store. 

Included in the display was a picture on the wall, at the 
left, of Joseph Newman, who founded the store in 1858. 
Pictures of the exterior of the store as it appeared in that 
year are also included in the display. The old-fashioned 
fire-place was constructed of paper and cardboard. The 
mantel contained odd figures and pewter plates. 





USE PRIZE-WINNING CHECK IN ADVERTISING 


The Wolf-Wile Co., Lexington, Ky., was given the first 
award for the best window display during the holiday shop- 
ping carnival conducted by the Lexington Board of Com- 
merce, and turned the $75 check to good account by illus- 
trating its large advertisement in local newspapers with a 
facsimile reproduction of the check with this explanation 
under the caption: “A Check and Its Significance.” 





ELABORATE WINDOW DISPLAY MATERIAL 


The Einson-Freeman Company, Inc., 327-333 East 29th 
Street, New York City, has published some exceptionally 
artistic window display material, backgrounds, cut-outs and 
set-ups for the Tech Ice Cream Co., Lorraine Hair Nets, 
Edison Phonographs, Neutrodyne Radio Sets, Ingersoll 
Pencils, Westinghouse Auto Lamps and Westinghouse 
Electrical Home Appliances. Some of the three way win- 
dow sets include backgrounds providing clever silhouette 
effects when properly illuminated. The 1924 productions 
are the acme of lithographing effort by this high-class firm. 





8 THE DISPLAY WORLD 


Display of Actual Stock is Success 


Results in customer buying the article instead of the clerk 
selling it—One fixture used by many lines 


By CHARLES R. FREER 
Director Sales, Dayton Display Fixture Co., Dayton, Ohio 


ISPLAY of a large stock and assortment of 
merchandise in a small space centrally located 
in the store, will not only attract attention, but 

it will result in sales that had not been anticipated. 
Such a display puts the merchandise out where the 
customer must see it, where he can get at it, where it 
can exert every atom of its fascination to make him 
buy. The customer is making sales to himself while 
the salesman is taking care of the purchase which 
brought him into the store. 

The one hundred ten or fifteen million people in 
the good old U. S. A. are no different than you and I. 
We go into a drug, hardware, men’s furnishing, depart- 
ment store, in fact any retail establishment, not to get 
acquainted with the clerks or the store owner, but for 
a specific reason—to buy needed merchandise. Quite 
often we go into a drug store for tooth paste and come 
out with a safety razor and alarm clock in addition. 





We go into a men’s furnishing store for a collar, 
but usually fall victim to displays of ties and shirts 
that are on top of the case, plainly priced. That is how 
sales are increased, because every person going into a 
store for some specific article is a potential buyer for 
other merchandise. Look at the outstanding successes 
of today in chain stores, the grocery stores, of course, 
coming first, such as the Atlantic & Pacific Tea Co., 
the Piggly Wiggly, and the Kroger stores. In other 
lines, the Liggett Drug Stores, United Cigar Stores, 
Kresge, J. C. Penny and Woolworth’s ten cent stores, 
have a chain in every community. All of these have 
forged ahead, not as so many think by sheer financial 
strength and buying capacity, but by better merchan- 
dising methods. There are 7,500 A. & P. stores in 
operation today, not because this organization has the 
money to start its stores, but because this organization 
knows how to sell goods! 

Go into one of these stores and you will find one 
man handling a large volume of sales, with the custo- 
mers practically waiting on themselves. They make 
their own selections, usually pick up the merchandise 
they want and hand it to the salesman. It is a matter 
of display, the stock is all arranged so that it can be 
seen—all of it—by the customer. She doesn’t simply 
stand and wait, but stands and looks around, seeing 
what she wants and making up her mind. She is all 
ready to say, “I want this and that and that” when the 
salesman gets to her. The Kroger stores—more than 
, 1,000 of them—have yet another idea of display. In 
every one of these stores you see merchandise coming 


in, new stocks being placed, giving you the idea that 
everything is fresh and has just been received. . Every 
display is planned deliberately to give the impression 
of big sales—fresh goods. And again, the arrangement 
of the store is such that you see everything. 

In restaurants the outstanding success of today is 
the cafeteria, where the patron must walk past every- 
thing that is being served! The patron buys more than 
he intended to buy ; his appetite is whetted ; things that 





Large Display in Small Space, Duncan & Goodell 
Hardware Store, Worcester, Mass. 


he already knows about are made to appear more ap- 
pealing, and, where he may have expected to buy a 
luncheon for 35 or 50 cents, he is quite likely to spend 
75 cents or a dollar. Not only is the sale made easier, 
quicker.and with less overhead, but there is more profit, 
because the sale is larger. The only real salesman in 
the cafeteria is display! 

Another outstanding example of the great success 
made possible by correct use of display is the five and 
ten-cent store. The girl behind the counter doesn’t 
sell—the customer buys. Merchandise is placed so the 
customer must look at it—so he can feel it—handle it— 
make himself want it! Nothing in the world but dis- 
play made possible the great Woolworth building. Dis- 
play, likewise, created the Kresge and Knox organiza- 
tions. The modern drug store, such as the Liggett 
chain, utilizes the advantages of display to the fullest 
extent. You enter at the front door, and if you wish 
to have a prescription filled you must walk past inviting 
displays of the most tempting merchandise. If you 
want to buy a soda, a cigar, or use the telephone, it is 
the same. Wherever you turn you are faced with hun- 
dreds of fascinating things to buy. 

The chain stores not only undersell, but they also 
outsell! The big department store could not exist over 
night if the customer bought only the things for which 
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Displaying Drugs, Fillmore Pharmacy, San Francisco 


she came. She goes in for a spool of thread and comes 
out with a pair of stockings, some dress material, and 
so on. She sees things she ought to have, things that 
she would like to have. So it is safe to say the greatest 
force in retail selling today is the display of merchan- 
dise. 

In our business, that of manufacturing a fixture 
that is used in more than thirty-five different kinds of 
business, we have found it to be true that the display 
counts for everything. Our fixture itself does not 
occupy any more floor space than twelve bushel baskets, 
if standing on the floor, yet the equipment can be used 
to display hundreds of articles at the same time. That 
is why we have come to the conclusion that the display- 
ing of more merchandise in one centralized spot, such 
as can be done with the Dayton Display Fixture, will 
draw more-sales than three tables of the same size, tak- 
ing up just three times the room in the store. 





CONTEST FOR NEW IDEAS IS COMPLETED 

The contest conducted by the Wamsutta Mills, New 
Bedford, Mass., for ideas and experiences in selling Wam- 
sutta Sheets and Pillow Cases has been completed and the 
following prize winners announced: First prize, $500, W. 
W. Hill, Bullock’s, Los Angeles, Cal.; second prize, $100, 
James P. Higgins, John Wanamaker Store, New York 
City; third prize, $50, Rudolph L. Couillard, R. H. Stearns 
Co., Boston Mass. Thirteen prizes of $10 each were 
awarded to Geo. A. Schwarz, Hess Bros., Allentown, Pa.; 
R. H. Warwick, Denver Dry Goods Co., Denver, Colo.; 
Dorothy Swansberg, Warner Bros., Erie, Pa.; Coletta M. 
Janda, Louis Janda Department Store, Stillwater, Minn.; 
Frank A. Wood, The Frash Store, Huntington, Ind.; Mary 
McKay, R. H. Stearns Co., Boston; Thomas M. A. Dona- 
hue, Gimbel Bros., Philadelphia; John H. Simmons, E. M. 
Scarborough & Sons, Austin, Texas; James Drummond, 
the Lion Dry Goods Co., Toledo, Ohio; Wilbur D. Flood, 
George E. Stiffel Co.,, Wheeling, W. Va.; C. H. Donohue, the 
Wallace Company, Pittsfield, Mass.; Daniel J. Martin, 
Sage-Allen & Co., Inc., Hartford, Conn., and Vernon A. 
Philo, the Edw. Malley, Co., New Haven, Conn. 





STYLE SHOW HELD IN MOVIE THEATRE 
A fashion show tie-up that was a success was recently 
conducted by the Penn Traffic Co. Department Store of 
Johnstown, Pa., in a local motion picture theatre, the store 
displaying the spring creations on living models between 
the performances, giving four exhibitions daily. 


Golf Story in Picture Window 


Display stimulates an interest in sport and 
brings @ustomers to the store 
By’ F. H. WEBSTER 


Display Mgr., Kimball-Upson Co., Sacramento, Calif. 

Periodically we put in “picture windows,” as we call 
them, and have found them of big advantage in centering 
attention on our store as headquarters for such merchan- 
dise as shown. The results attained from such displays 
have always proved well worth the effort and expense in- 
volved. While we deal in automobile supplies, sporting 
goods, sport wear and radio, there are many branches -of 
these lines that afford the opportunity for attractive pic- 
ture windows. 

One of these windows, displayed recently, brought us 
splendid results in the way of general advertising and 
direct sales. It’ was a golf window display. The cards in 
the window explained the theme. The setting represented 





Golf Display by F. H. Webster for Kimball-Upson Co., 
Sacramento, Calif. 


No. 3 green at the new Municipal Links of Sacramento, 
the distaance being 156 yards. No. 4 tee can be seen at the 
right. A card at the extreme left of the display read, 
“Golf—Everybody’s Game. Promotes Good Health and 
Good Fellowship. Easy to Learn and Most Fascinating.” 
The Bullet golf ball was featured at the right in the 
window. 

The golfer in the window was portrayed making his 
shot for the green shown in the background, the floor of 
the window representing the tee. 

The display not only stimulated interest in golf and 
brought returns to the store, but it created a great amount 
of additional interest in the new municipal links, and per- 
sons who believed golf links were being maintained only 
for the exclusive set, or crowd, soon gained an entirely 
different idea after viewing the display: 





NEW YORK DISPLAY MANAGER CHANGES POST 

A recent change in display managers in New York City, 
takes Earl Schmidt from Arnold, Constable & Co., where 
he has had charge of the display work for 12 years, to 
R. H. Macy & Co., Inc., where he becomes assistant display 
manager to I. C. Eldridge, while Scott Biggs, formerly 
with Bonwit Teller & Co., is now display manager for 
Arnold, Constable & Co. 





Five thousand dollars were collected by the Silk Assos 
ciation of America to be contributed to the Harding 
Memorial Fund. A committee from the association re- 
sponded quickly to the appeal of the Harding Memorial 
Association. 
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New Advertising Unit Proposed 


History of organizing specialists into separate groups may 
repeat itself with Window Display Advertising Association 


By ARTHUR FREEMAN 


President, Einson-Freeman Co., New \'ork City 





‘<o ae late Elbert Hubbard loved to tell of an 
faim experience which once was his when he 
G@>_} was the guest of the head of a famous in- 
sane asylum out west. 

It seems that while crossing the grounds of the 
institution, he came upon a group consisting of six 
inmates out for an airing under the guidance of a 
little broad-shouldered guard. ; 

“Aren’t you afraid,” said the Fra to the guard, 
“that some day this group of six-footers will get 
together, overpower you and escape?” The dis- 
gusted guard turned to Hubbard and said with 
somewhat of a sneer, “You’re a bigger nut than they 
are. If these fellows had sense enough to get to- 
gether, do you think they would be in here?” 

Undoubtedly, the highest manifestation of wis- 
dom among men is the ability to co-operate, and the 
outstanding reason for the phenomenal success of 
American business men, as compared with the men 
of other countries, is very likely the American ten- 
dency to organize the men of a craft into associa- 
tions—to get together. 

Who can measure the good which has been ac- 
complished in this country by organizations like 
the Rotary Clubs, the Associated Advertising Clubs, 
and Chamber of Commerce, the Direct-By-Mail 
Advertising Association and other similar organiza- 
tions, which have brought men of a common pur- 
pose into mutual relationships. 

These organizations have not only been of in- 
estimable help to the individual members, but have 
had a far-reaching influence in the moulding of 
public opinion favorable to certain industries and 
certain elements characteristic of those industries. 

For example it is safe to say that nothing in 
the history of the advertising business has con- 
tributed so much to creating a nation-wide interest 
in advertising as has the Advertising Clubs move- 
ment. Not only has it created a universal confi- 
dence on the part of the rank and file of the people 
in advertising, thus destroying an age-old contempt 
for this method of selling, but it has made bankers 
and the directors of big business look upon adver- 
tising as just as legitimate an investment as money 
spent for machinery or merchandise. 

Less than five years ago that form of advertis- 
ing which had to do with the writing and printing 
of booklets, circulars, form letters, etc.,.was treated 
by most advertising men as one of the mere inci- 
dentals of advertising, and nearly every advertising 





appropriation of a business included such advertis- 
ing as a minor after-thought—perhaps 2 to 5 per 
cent of the total appropriation being deemed more 
than sufficient. 

While there were outstanding exceptions, so- 
called direct-by-mail advertising had practically no 
serious recognition as a highly specialized, defi- 
nitely organized and effectively standardized ad- 
vertising medium. 

Today, largely due to the activities of that group 
of live wires who organized and now constitute the 
Direct-Mail Advertising Association, we find a most 
interesting achievement. 

Today, there already exists a very positive di- 
rect-mail advertising consciousness. Hundreds of 
concerns confine all their advertising to this form 


of promotion.. Most of the big advertisers are . 


making very ‘substantial separate appropriations 
for direct-by-mail and follow-up advertising liter- 
ature. Hundreds and thousands of dollars of new 
advertising money is being spent on this medium 
as a result of this agitation, while other hundreds 
of thousands of dollars are being diverted from 
general publicity advertising to the more specific 
application. 

Now all this leads to a thought which has been 
germinating in the minds of a number of advertis- 
ing men who are devoting themselves to what is 
undoubtedly the new big advertising medium of the 
immediate future—namely, window advertising. 

Of course, everybody, at this remark, rush to 
their feet and acclaim that instead of being new, 
window display advertising is already one of the 
successfully established media. 

I grant that window display advertising is old 
and established. In fact, it is easy to prove that 
window advertising is the oldest form of advertis- 
ing, dating back as it does to those antedeluge days 
when our progenitors displayed those fruits of their 
handiwork, which represented a surplus of their 
reproduction, out in front of their caves. 

I also know from my department store exper- 
ience that a certain form of window display has 
established itself in a very definite way. 

But I contend that the possibilities of introduc- 
ing into window display all the sound and proved 
fundamentals which characterize the other depart- 
ments of advertising have not been considered. 

Up to a short time ago window advertising was 
largely a matter of art. To take its place as one 
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of the big mediums of advertising, it must, without 
losing any of its art sense, take on more and more 
of the fundamentals of merchandising. 


I am alive to the good work that has been ac- 


complished in years past by that splendid organi- 
zation of displaymen known as the International 
Association of Display Men. That group has done 
much for window display, but the ranks of this or- 
ganization, as I understand it, are made up largely 
of individuals representing a single store or organi- 
zation, and devoting themselves more to the art of 
window decoration than to the larger consideration 
of placing window display on an organized national 
basis. 

Millions of dollars are now being spent by na- 
tional advertisers with little regard for, or un- 
derstanding of, the interests of retailers for whom 
such window display material is intended. As a 
consequence, the waste in this form of advertising 
is prodigal. 

The danger here is that many advertisers, 
through mis-direction or lack of understanding, are 
using window advertising ineffectively and are los- 
ing confidence in this form of advertising. 


It seems to me that there exists today a serious 
need for an organization of advertising and sales 
men who are students of the subject of window 
display in general, and who are devoting their ac- 
tivities particularly to window advertising. The 
organization I have in mind would include dealer 
service men with big national organizations whose 
business it is to cultivate dealers and produce win- 
dow advertising for their firms; sales managers and 
advertising managers who are developing a grow- 
ing interest -in window advertising; window dis- 
playmen, who as lithographers, manufacturers of 
devices, etc., are producing window advertising for 
national advertisers; individual window experts 
who are creating window ideas for various con- 
cerns; displaymen for big department stores, with 
chain groups, and some men with small retailers 
who are endeavoring to co-operate with the manu- 
facturers of the goods they sell in window merchan- 
dising ; publication men who are interested specifi- 
cally in window advertising as a very definite part 
of advertising and selling, and others. . 


I believe such a group of men organized with 
the common purpose to make window advertising 
an organized, standatdized and recognized national 
advertising medium can duplicate the worth-while 
achievement of the Direct-By-Mail Advertising 
Association. 

American business men are only beginning to 
realize that the outstanding weakness in national 
advertising has been the development of good-will, 
which has not been crystallized into actual results, 
because of a lack of definite tie-up between such 


advertising and those retail outlets through which 
the merchandise advertised is sold. 


We must band together to direct the attention 
of the business world to window advertising as not 
merely an incidental to a complete advertising and 
selling campaign, but as one of. the important and 
definite parts of a campaign without which no sales 
campaign through retail channels could be a marked 
success. 


The activities of such an association would bring 
into being a much needed standard of practice in 
window advertising. It could greatly improve 
methods and eliminate waste. It would be a clear- 
ing house for the exchange of ideas. It would unite 
in fellowship the best brains in the business and 
such an association could not help but result in a 
growing improvement in the efficiency of window 
display. 

Such an association would be good business all 
around. It would increase the value of men to or- 
ganizations who have employed them to develop 
their window advertising. It would tremendously 
increase the volume of window advertising busi- 
ness, which would mean the development of con- 
cerns now engaged in this field of endeavor to a 
point where they would contribute immeasurably 
to the betterment of window advertising. It would 
go far toward educating the great mass of retailers 
of the country up to a higher appreciation for their 
windows. And best of all, it would tremendously 
increase the potency of national advertising, be- 
cause, as it often has been said, “window advertis- 
ing crystallizes at the point-of-purchase all the 
effectiveness of all other forms of advertising.” 

In the writing of this article, I am the voice of 
a number of men who have been thinking in the 
same direction for years, and the spokesman for 
some of these men. In fact, the Window Display 
Association has already been born, because as soon 
as an idea is conceived its existence is established. 
It only remains now to be properly developed, and 
I understand that the editor of The DISPLAY 
WORLD is encouraging men throughout the coun- 
try, who are thinking along these lines, to indicate 
their interest in such a movement by writing him 
and saying so. 





ELABORATE BOOK GIVES IDEAS FOR DISPLAYS 

The Western Company, of Chicago, manufacturers of 
Weco products, including Dr. West’s Tooth Brush, have 
issued one of the most elaborate books, for the benefit of 
the dealer, that has ever been published by a manufacturer 
of nationally advertised products. Nearly 100 window dis- 
plays of Weco products are shown, these displays having 
actually been installed by dealers in all sections of the 
country. Descriptive matter explains how the displays met 
with response by the public, and general merchandising 
plans are carried throughout the book, which is printed 
in high-class style. 
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New Epoch For Window Display 


Large number of prominent men in advertising and display field 
to attend meeting in Cleveland this month 


ORE than one hundred men will meet at. the 

Hotel Cleveland, Cleveland, Ohio, March 17 
and 18, for the purpose of launching what will 
probably be known as “The Window Display Adver- 
tising Association.”” Some of the most widely known 
national advertising executives and window display 
specialists in the country will participate in the charter 
meeting of the new organization, formed primarily to 
seek the recognition of window display advertising as 
a standardized medium, the same as other forms of 
advertising, such as newspaper, magazine, outdoor, 
direct-by-mail, and so on. Interest in the meeting is 
exceptional, expressions from all sections of the coun- 
try showing the feeling that there is room and need for 
such an organization. 





There is no set program for the Cleveland meeting, 
and the men who will participate in the conference go 
there with open minds, no “axes to grind,” and without 
personal feeling of arty kind. They will immediately 
get down to the business of forming an organization 
that will raise the standard of window display adver- 
tising and gain a greater amount of efficiency in the 
advertising of this character being used throughout the 
country. 

The preliminary committee chosen to develop the 
Cleveland meeting consists of : Arthur Freeman, chair- 
man, president Einson-Freeman Co., New York; Carl 
Percy, president Carl Percy, Inc., New York; Frank 


B. Rae, Jr., president Rae Advertising Co., Cleveland; ° 


F. H. Peck, publicity manager E. R. Squibb & Sons, 
New York; M. Munson, advertising manager Hoover 
Suction Sweeper Co., Chicago ; A. T. Fischer, president 
International Displays Co., Cleveland; H. E. Allen, as- 
sistant sales manager The Fleischmann Co., New York; 
Clyde P. Steen, managing editor The DISPLAY 
WORLD, Cincinnati; E. J. Holden, president The 
Holden Display Co., San Francisco; David A. Morey, 
display manager The S. S. Pierce Co., Boston; H. A. 
Grace, advertising manager The Westinghouse Lamp 
Co., New York; H. J. Huff, display manager The New- 
man-Stern Co., Cleveland; A. S. Turner, Jr., lighting 
service dept. The Edison Lamp Works, Harrison, N. 
i; ve ae Cutts, advertising manager The H. W. Gossard 
Co., Chicago; V. L. Carson, president Carson & Pat- 
rick, San Antonio, Texas; R. F. Stratton, display man- 
ager B. F. Goodrich Rubbey Co., Akron, Ohio; W. E. 
Hopkins, general manager National Restaurant News, 
Kansas City; J. Duncan Williams, advertising special- 
ist, Chicago; Alson Brubaker, secretary Walker Bros., 
Fargo, N. Dak.; J. T. Northrop, display manager 
Smith-Winchester Co., Jackson, ‘Mich.; C. L. Camp- 
bell, assistant advertising manager Imperial Furniture 


Co., Grand Rapids, Mich.; Roy Gibson, editor Boyles 
Candy Publications, Chicago; Edgar J. Hermann, ad- 
vertising manager Victor Talking Machine Co., Cam- 
den, N. J., and J. E. Vogt, display manager M. Vivau- 
dou, Inc., New York. 

The expressions of many prominent figures in the 
field of advertising and display, on the proposed organ- 
ization, are interesting. Some of these follow: 


E. J. HOLDEN, Pres., Holden Display Co., San Fran- 
cisco—‘This is, without doubt, the biggest effort. that. has 
ever been attempted, and should receive the co-operation of 
every display service man in the country. Allow me to 
assure you of my entire willingness to do anything in my 
power toward the further success of this assocation.” 


C. S. CLARK, Assistant to the President, Edwards & 
Deutsch Lithographing Co., Chicago—“The Window Display 
Advertising Association is a step in the right direction and 
a move that should have been made before.” 

JOHN DRAKE, National Jewelers’ Publicity Associa- 
tion, Newark, N. J—‘“I am very much interested in thé 
Window Display Advertising Association, because it is 
apparently for the purpose of disseminating information 
and suggestions along co-operative lines and for studying 
effects and possibilities.” 

W. CALVER MOORE, Editor-in-Chief, the Keystone 
Publishing Co., Philadelphia, Pa—‘“I believe this movement 
of real importance. There has not been sufficient informa- 
tion available regarding the best principles of window dis- 
play. In attempting to organize window display experts 
and standardize methods a real service to the retail mer- 
chant is being instituted.” 

EDWIN L. ANDREW, Assistant to Manager, Depart- 
ment of Publicity, Westinghouse Electric & Mfg. Co., 
Pittsburgh, Pa.—‘I am keenly interested in the formation 
of any club which will be of constructive assistance to its 
members, and I would like to become a charter member 
of this organization.” 

R. J. MURRAY, Advertising Megr., Imperial Furniture 
Co., Grand Rapids, Mich.—“I thoroughly appreciate the 
work that can be accomplished through such an association, 
and am sure that it will bear fruit in the near future.” 

L. C. DOANE, Commercial Engineering Dept., Ivanhoe- 
Regent Works, Cleveland—“I believe that an organization 
of this kind will be of real value in promoting the proper 
use of display windows in merchandising.” 

H. A. GRACE, Advertising Mgr., Westinghouse Lamp 
Co., New York—“I am only too glad to be able to attend 
the first meeting of this new association.” 

V. L. CARSON, President, Carson & Patrick, San An- 
tonio, Texas—You certainly have my good wishes, and any 
other help I can give personally in the establishment of this 
association.” 

A. S. TURNER, JR., Lighting Service Department, Edi- 
son Lamp Works, Harrison, N. J.—“I will attend this meet- 
ing in person, and will be very glad to assist in making this 
a success as far as I am personally able.” 

J. DUNCAN WILLIAMS, Advertising Specialist, Chi- 
cago—‘You can count on me to attend the meeting and do 
whatever I can to help in the formation of such an asso- 
ciation.” 
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H. E. ALLEN, Asst. Sales Mgr., the Fleischmann Co., 
New York—“I will be very glad to serve on the representa- 
tive committee and do all I can in that capacity.” 

ENOCH LUNDQUIST, Advertising Dept., the Hoover 
Suction Sweeper Co., Chicago—‘The opportunity for the 
interchange of ideas between the user and the source of 
display material through such an organization as proposed 
should benefit manufacturers as well as dealers.” 

CARL PERCY, President, Carl Percy, Inc., New York— 
“IT shall be very happy to serve on the preliminary com- 
mittee and attend the Cleveland meeting.” 

F. H. PECK, Publicity Mgr., E. R. Squibb & Sons, New 
York—“We will attend the meeting and do all in our power 
to further the interest of such an organization. We can 
visualize a time in the future when a properly organized 
display service will be the backbone of the advertising 
campaign, instead of merely an adjunct as it is today.” 


V. C. CUTTS, Advertising Mgr., H. W. Gossard Co., 
Chicago—“I shall be very glad to serve on the committee 
for the formation of the Window Display Advertising As- 
sociation.” 

J. T. NORTHROP, Advertising Mgr., Smith-Winchester 
Co., Jackson, Mich.—“I will do all I can for the new asso- 
ciation. I see no reason why it should not be a great suc- 
cess, for surely the leaders in the display and advertising 
profession are taking an interest in it.” 

PHILLIP H. JEWETT, Advertising Dept., A. M. Col- 
lins Mfg. Co., Philadelphia, Pa.—“I feel that this meeting 
will be particularly profitable to display advertising.” 

P. B. ZIMMERMAN, Megr., Publicity Dept., National 
Lamp Works, Cleveland, Ohio—“I will ‘be very glad to at- 
tend the meeting, and other representatives of our com- 
pany will also be there, for we feel a keen interest in such 
an association.” 

S. FISHER, President, Fisher Display Service, Chicago 
—“I will be delighted to attend the Cleveland meeting, as 
I am much interested in such an organization of service.” 

J. G. TAYLOR SPINK, General Mgr., the Sporting 
Goods Dealer, St. Louis, Mo.—“We are much interested in 
the subject of window display, and such an association will 
be helpful. We will be represented at the meeting.” 


FRANK B. RAE, JR., President, Rae Advertising Co., 
Cleveland—“The opportunity today lies in the developing 
and enhancing the value of displays in stores which do not 
have an honest-to-goodness displayman. In that direction 
I see great possibilities, and I will be pleased to attend the 
meeting and be of any assistance possible.” 

DAVID A. MOREY, Display Megr., S. S. Pierce Co., 
Boston—“I am deeply interested in the idea of an organiza- 
tion to broaden the scope of display possibilities. Count 
me in on it.” : 

C. L. HOLT, Sales Department, National Biscuit Co., 
New York—“The association as proposed certainly opens 
up a very interesting field—one in which, no doubt, much 
good can be accomplished.” 

A. T. FISCHER, President, International Displays Co., 
Cleveland, Ohio—“I know that there is a tremendous amount 
of work to. be done and a big field to be covered. I surely 
will be glad to render any assistance that I can.” 

H. J. HUFF, Display Mgr., Newman-Stern Co., Cleve- 
land—“I’m with this new association all the way, and as 
far as giving some time to it, well, my coat is already off, 
and I’m rarin’ to go.” 

GEO. A. SMITH, Window Display Specialist, New York 
—“I think the idea a fine one, and I think the new associa- 
tion strikes the right note. I will be glad to do all I can.” 


Civic Event Inspiration for Displays 


Completion of city’s filtration plant results in 
interesting window display contest 


By IRVIN ENGLER 


Secretary, Chamber of Commerce, Sacramento, Calif. 

That there is a great amount of interest in window dis- 
plays in the city of Sacramento was.recently proven by a 
contest for displays in conjunction with the celebration 
which marked the completion of Sacramento’s new filtra- 
tion plant. This is a $3,000,000 structure which gives the 
city of Sacramento a clear and pure water supply. It was 
under construction a long time, and was one of the most 
important civic events in the history of the city. 

Naturally, every business institution was interested in 
the completion of the gigantic project, and it was expected 
that there would be some displays in conjunction with the 





Emigh-Winchell Hardware Co.’s Winning Display 
in Sacramento Civic Contest ; 


celebration. However, to stimulate interest, the Chamber 
of Commerce offered a prize of $50 for the window display 
that would best convey the significance and importance of 
this event. 

There were about twenty displays exhibited, all of 
them very effective and some of them quite artistic, but 
the prize was awarded to the Emigh-Winchell Hardware 
Company, which installed a very interesting window dis- 
play illustrating the progress in water supplies from the 
time of the “water holes” of the Indians up to the present 
time. The display included the old oaken bucket, cistern, 
pump, windmills, and, in fact, all methods of providing 
water supplies. The exhibit was not only interesting, but 
attractive. 

This thoroughly proved that civic events can not only 
be linked up with civic events in producing compelling 
window displays, but the results accruing to the store are 
equally valuable. The fact that the contest was won by a 
hardware store makes the keenness of the competition all 
the more interesting, and demonstrates that all mercantile 
lines are giving attention to display features.. 





ONE OF THE YOUNGEST DISPLAYMEN 


Howard Williams, display manager of the McAlpin 
Company, Cincinnati, Ohio, is probably one of the youngest 
display managers in the country. He was nineteen years 
old October 27, 1923. His former boss, Elmer Heilman, 
met a sorrowful death in September and Williams assumed 
the display manager’s post at that time; while he was but 
eighteen years old. He has been successful in installing 
some compelling displays. 
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Manufacture and Use of Wax Figures 


Method of hair implanting requires thorough study and is 
difficult to perform, being done by ladies 


By IRWIN G. CULVER 
Master Wax Sculptor, J. R. Palmenberg’s Sons, Inc., New York City 


og }N our last article we described the work of our 
GH} reproduction artist, his value in reproducing 
<p exact duplicates of the original model, his 
knowledge of the different facial characteristics, his 
necessary sculpturing ability, how the eyes are set, their 
particular character expression, and the miutual relation 
of the mouth and lips with those same expressions. 
This completed our work up to the hair implanting, 


which we are now to do. 






The hair used on ladies’ heads in wax figure work 
is mostly what is known as French refined Chinese. 
The shorter hair used on men figures, children and 
character work is called first quality. Chinese hair is 
imported direct from China in its original state or cue. 
It is always black in color and very coarse. It is refined 
in this country, being put through a process which 
cleans and softens the hair by removing the fat and oil. 
The different lengths are then drawn out, after which 
it is subjected to an acid and peroxide bleach and dyed 
to the required colors. Together with this also comes 
the process known in the hair industry as the French 
finish, an application which produces in effect the life 
and gloss of the human hair. ‘Many inexperienced can 
not distinguish this from first quality. 

The name, first quality hair, covers a large field of 
productive sources as well as qualities, and is known in 
the hair industry as French or German peasant hair. 
German combings, the most valued and expensive, is 
called cut and convent hair. Cut peasant hair is col- 
lected by dealers or peddlers traveling through the 
peasant districts of the foreign countries. It is cut 
directly from their heads and sold or exchanged for 
other goods. Their hair to them becomes a regular 
commodity for barter, and is continued as often as 
nature produces the crop. 


Natural silvery white hair, in the shade and quantity 


we use, would be imposible to obtain. We then use for _ 


this purpose what is known as “Yok.” It is made from 
the tail of a yak, a species of goat. These tails are 
bought by the hair dealers in their raw state, the raw 
hide skimmed from the bone. The hair is sheared off, 
cleaned and refined, and becomes that beautiful, soft, 
silvery white used on high-class wax figures. There 
are other substitutes for white hair, but none have the 
quality or practicability of yak. 

The art of implanting hair requires a thorough 
study and knowledge of all the intricate graining, or 
perhaps it would be more clear to say all the different 
directions the hair naturally grows on the human head 


and face; also with that knowledge must be the ability 
and patience required to correctly execute the work. 
This, again, becomes another of those important details 
which emphasize either the natural or the artificial. It 
also becomes one of the most conspicuous earmarks by 
which the layman can immediately recognize knowledge 
and ability, or the lack of it, in wax figure work. For 
illustration, and one we are likely to be conscious of, 
do we not know, and almost unconsciously so, the shape 
and the outline of a man’s hair and the ordinary hair 
cut? Then why does it not show either a lack of know- 
ledge and ability or downright insolence to inflict upon 
us some of those wax imitations, toupee effects and 
long-haired men, just because they can not implant the 
hair either in a correct outline or so it can be cut natu- 
rally? ; 

Digressing for a moment, you will also most always 
find these painted with nice pink cheeks and a rosy 
Cupid’s bow for a mouth. We wonder what a regular 
“HE” man thinks of his wax imitation with an up-to- 
date suit on. We will now doa little work. You will 
recall the outline for the hair implanting has already 
been marked in by our reproduction artist as part of his 
work. The first move, then, made by the lady who im- 
plants the hair—this part of our work is always done 
by ladies—is to heat that part of the surface of the wax 
where the hair is to be implanted. This heating ex- 
pands the wax and softens it to allow the inserting of 
the needles which carry the hair. 


After the hair is implanted and the wax is again 
cooled, it shrinks back and holds the hair firmly. The 
needles used for implanting the hair are just ordinary 
needles but of certain sizes. These needles are then in- 
serted in a wooden handle, the head left projecting out 
about three-eighths of an inch—the depth we implant 
the hair. The eyes of these needles are then cut off 
through the center, leaving a tiny fork which catches 
a single strand of hair at a time and is pressed into the 
surface of the wax to the full depth of the needle, or 
three-eighths of an inch. The needle is then removed, 
leaving the hair in the hole. After a particular kind of 
manipulation of the wax and hair and the wax is again 
cool, the hole closes tight and holds the hair firmly in 
place. This describes only the mechanical part of this 
work. The real art in implanting hair is the knowledge 
of how the natural hair grows and the ability to use 
these needles to produce those natural effects. 


The center of the head is implanted with what we 
call a gang needle, or several needles in the same handle. 















This produces speed on those parts where the hair grain 
is most regular and covered by the hair dressing. The 
edges of all hair work, either on the heads or beards, 
are implanted with a fine single needle catching a 
single hair at a time,starting back from one-half to one 
inch from the outside line and blending out to a soft fine 
edge. The eyebrows are stuck in the same manner, one 
single hair at a time. 

If I made this work sufficiently clear for you to 
realize the knowledge, care and patience it requires, I 
want to ask you again to specially note what I say— 
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Left—Single Needle Work on Eyebrows; Right—Gang Needle Work in Center of Head 


that the hair work, particularly the edges, becomes a 
most conspicuous earmark of the attention and know- 
ledge used in wax figure work. The most wonderful 
piece of character sculpturing can be made to look 


cheap and artificial by unintelligent hair implanting. 
The photo illustrations will show the gang needle work 
in the center of the head and the single needle work on 
the eyebrows. This completes the hair implanting part. 
In our next article we will describe our tinting or flesh 
finishing that completing the work on this figure. 


1100 


Convention Contest is Opened 


Clerk announces plans for I. A. D. M. competition 
in connection with Buffalo meeting 


Displaymen desiring to enter the annual I. A. D. M. con- 
test in connection with the twenty-seventh annual convention 
of the International Association of Display Men, at Buffalo, 
N. Y., June 23-26, inclusive, should immediately get ‘in touch 
with Wm. J. Amborski, care of Frank Winch Co., 974 Broad- 
way, Buffalo, N. Y., as Mr. Amborski has been appointed 
contest clerk for 1924. All entries and photographs must be 
sent Mr. Amborski, who will also furnisn any information 
contestants may desire concerning the competition. 

But few changes are noted in the general rules governing 
the contest this year. A set of rules and conditions has been 
printed and can be obtained by any displayman at the address 
above. Fictitious names and non de plumes will again be 
eliminated. Contestants need only enclose their names and 
addresses in the package, as the contest clerk will make the 
necessary records so that the judges will not and cannot know 
the identity of entries. 


All photographs must be 5x7, and no larger than 10x 12, 


the larger size being preferred. All members in good stand- 
ing are eligible to enter photographs, sketches, drawings, show 
cards, etc. The Champion Class includes the best collection 
of twelve photographs of window displays representing any 
class of merchandise. All members in good standing who 
have won 300 points in annual contests, and who now possess 
I. A. D. M. championship medals, are eligible, and the follow- 
ing list of such persons has been published: Fred Johnson, 
Union Hill, N. J.; Homer Seay, Charleston, W. Va.; M. J. 
Tennent, Portland, Ore.; R. L. Whitnah, Topeka, Kans.; 
M. L. Hoffstadt, Charleston, W. Va.; Ellsworth H. Bates, 
Bloomington, Ill., and W. Oliver Johnson, Edmonton, Canada. 

There are forty-six classes in the contest and a sweepstakes 


class, No. 47. Four classes have also been added for show 
cards. 





ANOTHER DISPLAYMAN MADE HAPPY 


B. F. Heizer, first assistant display manager for the 
Mabley & Carew Co., Cincinnati, Ohio, was made happy 
recently by the arrival of a fine eight-pound boy at his 
home. He has already talked the mother into permitting 
the young man to make some effective window trims. 
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Small Town Can Have Good Displays 


Displayman in Florida, undaunted by lack of proper fixtures 
and appropriations, finds the way out 


By W. E. BURKLEY 
Display Manager, Anthony-Balch Co., Daytona, Florida 


N passing through a small town with a popula- 
tion of five or six thousand, a person generally 
gets an impression of the place by the appear- 

ance of the down-town section and its stores. That 
impression is largely derived from the windows—how 
clean they are, and most of all, how they are decorated. 
In five out of six towns it will be found these windows 
are poorly trimmed,- jammed full of merchandise with- 
out any thought of artistry or beauty. Let us take a 
look at the dry goods windows. One will generally find 
bolt after bolt of goods, percales, voiles, ginghams, 
silks, and, in fact, almost everything handled in the 
store, in the one window, without the least thought of 
how they appear from the outside to the prospective 
customer. 

Now what is wrong? Are these men who trim the 
windows to blame for this, or do the bosses require that 
kind of displays? I find a little of both to be true, and 
it is a great mistake, for the little town people appre- 
ciate real window art just as much as the city people, 
and dry goods: offers the largest field of any line of 
merchandise to show one’s real ability. An array of 
expensive fixtures is not necessary to trim an attractive 








window. A couple of standards, a saw and a hammer 
will do it, if your boss thinks he can’t afford to buy 
drape stands. I haven’t an up-to-date drape stand in 
the store, but that does not stop me, for I look through 
the fixture catalogues for ideas and make a stand that, 
when trimmed, will answer the purpose very well. 

No store is so small but that it has a few pieces of 
of high-grade dress materials. Silks, of course, make 
the most striking displays, for they will drape them- 
selves, if given half a chance. A soft piece of silk will 
fall in graceful folds from almost any stand. I find that 
a draped figure will attract more attention than any- 
thing else. By studying the fashion plates and noticing 
the dresses worn by motion picture stars, I get more 
ideas than I can ever use. I am far from a finished 


draper, but I am a little town displayman who believes . 


in attractiveness, artistry and beauty to attract attention 
to my windows, instead of trying to see how much I 
can crowd into them. 

The greatest handicap a small town displayman gen- 
erally has, if he really desires to create beautiful win- 
dows, is the lack of a sum of money he can spend with- 
out having to go to the office to learn if the boss is will- 


“6 


————— 


Display by W. E. Burkley for Anthony-Balch Co., Daytona, Fla., Population 5,000 
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ing. Every displayman has ideas he wants to carry out 
without telling what the idea really is until it is created. 
We are all human, and when the curtain is raised we 
like to hear the boss say it is a wonderful window, but 
without an appropriation it is difficult to carry out those 
ideas. There is just one way: We can show the small 
town merchant that his windows are his greatest asset 
by trimming artistic displays—windows that stand out 
and attract the attention of the passersby. We can’t do 
it by saying, “Oh, what’s the use? I haven’t any fix- 
tures and the boss will not appreciate it.” He will ap- 
preciate it! He will hear it from the outside so much 
he can not help it. When he sees you are trying to 
make his store stand out from all the others he will 
help you. 

Up until a year ago I had never draped a piece of 
dress goods, although I have trimmed windows for the 
past fifteen years, but I have the satisfaction of know- 
ing that my dry goods displays are as good, if not better, 
than most stores in towns three times the size of Day- 
tona, which has a population of 5,770 persons. I am 
one of the displaymen who has no up-to-date fixtures 
and no appropriation, but I am ambitious and hope that 
some day I will have plenty of good fixtures and a 
year’s appropriation so I can work out my ideas. 


The displayman who has everything to work with 
will probably not appreciate this, but those whom it 
does strike should make up their minds that the small 
town appreciates real window displays as much as the 
large city. Let’s make a showing the next year. Let’s 
bring the display work in our town up to where it 
belongs—an art instead of a job. 





WAX FIGURE EXHIBIT ATTRACTS ATTENTION 


Much attention has been attracted to the extensive and 
interesting assemblage of wax figures in the show rooms 
and booths of J. R. Palmenberg’s Sons, Inc., 63-65 West 
Thirty-sixth Street, New York City. Displaymen visiting 
New York should not miss this exhibit. Fashion and char- 
acter specimens abound, and there is an exceptionally clever 
exhibit composed of a group of children’s wax figures that 
is startling in its faithful delineation of childhood. 





NEW DISPLAY MANAGER AT ROLLMAN’S 


G. Gordon Meyers, who has been display manager of 
Coppin’s Department Store, Covington, Ky., for the past 
two years, became display manager of S. Rollman’s_ Sons 
Co., Cincinnati, March 1. Edward Thunning, who has been 
display manager at the Rollman store, has accepted a posi- 
tion in Portsmouth, Ohio. The work of Mr. Meyers has 
long been recognized as among the most notable in the 
Cincinnati district displays. 





NEW YORK FIRM CHANGES LOCATION 


Frederick Bohling, manufacturer of spotlights, floodlights, 
reflectors and strip-lights, in order to accommodate his 
rapidly increasing business, has removed from 552 Eleventh 
Avenue to 502 West Forty-fourth Street, New York City. 
This change will allow him to carry adequate stocks at all 
times, and also for a large display window on the premises, 
showing typical installations of his products. 
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Contrasts in Fifth Avenue Color 
Display managers tell color harmony expert how 
they work out good combinations 


By HAZEL H. ADLER 
Taylor System of Color Harmony, New York City 





A aise contrasts are the key to compelling 
phe displays, in the opiniori of Mr. Berg, display 
Le} manager of Bonwit & Teller Company. Jade 
and yellow always form a striking contrast, and so does 
brown and orange. 

“When I display white it is always in contrast with 
brightly colored hats, jewelry and corsages,” he says. 
“Black is best displayed in contrast to bright colors. 
Small areas of the contrasting colors accentuate the 
predominating color. There is more snap to a pair of 
red shoes in a window with blue-green gowns than in a 
whole window of red and green sweaters.” 

Complements always make the most striking con- 
trasts in color when properly used. The complementary 
colors are often loosely spoken of as red and green, 
orange and blue, and yellow and violet. It is very im- 
portant, however, to choose the proper hue of green to 
harmonize with a particular red, also the proper hue of 
orange to harmonize with a particular blue, or the 
proper jue of yellow to harmonize with a particular 
violet. Pure red and pure green together do not form 
a harmonious contrast, but pure red and green-blue, in 
any intensity, are harmonious. 

“T find that closely related colors make the most 
emphatic displays,” says E. Munn, display manager of 
Franklin Simon & Co. “Three dresses of various hues 
of the same color in tensify the single color note, and 
impel pasersby to stop and look.” 

The selection of the properly related hues is as 
much a problem as that of selecting the proper contrast- 
ing color. For instance, if two or three steps of color 
are selected which are too closely allied, they will ap- 
pear as if an attempt were made to match them. All 
the merchandise will look “off color,” and one color will 
kill the other. Three or four steps of pure tones are 
easier to combine than two tones of pure color and one 
or two of grayed color. A brilliant red orange will 
make a grayed orange look dirty or faded, but a bril- 
liant red orange, a pure orange, and colors blending into 
the pure yellows will give an interesting ombre or 
shaded effect. 

In using various hues of a single color it is always 
best to work with a carefully graded color scale. In 
that way the proper steps of color are worked out for 
you, and there will be no danger of getting the hues too 
close together and thereby defeating the very purpose 
you wish to accomplish. 

Mr. Munn uses his theory of blending color even in 
the accessories which he chooses to emphasize the domi- 
nant color. He has worked out some interesting sym- 
phonies in tans and browns, and in graded shades of 
orange. The tan and brown window contained brown 
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coats and suits, brown millinery verging toward the 
gold and golden brown, bags and umbrellas, and tan 
hosiery with log cabin brown shoes. He chooses a 
pastel hue of orange—a peach shade—for the dominant 
note of a January lingerie window. This color he 
graded through the apricots and pinkish yellows. The 
window had the appearance of a yellow sunset glow. 

It is interesting to note that there are no longer 
January white sales, as color in lingerie has met with 
sweeping populariy. “January sales of lingerie,” they 
are now called, and these offer opportunities to the dis- 
playman of making exquisite pastel color harmonies. 

Best & Company often devote several of their most 
important Fifth Avenue windows to introducing a new 
wearing apparel color. When candy pink was intro- 
duced last spring there were three windows devoted to 
thé interpretation of candy pink for various types of 
wearing apparel—a window of evening gowns, a win- 
dow of children’s garments, and a window of thin sum- 
mer dresses. In the center of each window there was a 
sign announcing the color and the fashionable Parisian 
modistes who were using it. 

The display manager of Arnold, Constable & Com. 
pany uses Mr. Berg’s theory of effective contrast: 
rather than Mr. Munn’s theory of blended or graded 
colors, his conviction being that contrast in both sports 
and dress wear accentuates the color interest of the 
featured merchandise. This store uses the Taylor Color 
Harmony Keyboard. and from it gets many new and 
interesting color ideas. In their dress fabric display the 
display manager said that he couldn’t get along without 
the keyboard. 

L. E. Weisgerber, the display manager of Lord & 
Taylor’s, uses both methods—contrast as well as blend- 
ing. Mr. Weisgerber’s window displays and color 
effects are well known for their distinctive individuality. 
To quote him, “Color is intense now, and today I feel 
free to do things with color that a year ago I would not 
dare attempt.” This display manager works very 
closely with the comparison department, which watches 
the trend of color as carefully as it follows the fashion. 
True to his reputation of doing something “different,” 
Mr. Weisgerber is now working on a soft pink and red 
window and a white apparel window with black furni- 
ture, offset with a white fur rug. 


The problem of combining colors today is a much 
more difficult and taxing one than ever before, for the 
demand for high colors in wearing apparel as well as 
in decoration has gone ahead by leaps and bounds. 
Color is just rampant everywhere, and it is the display- 
man’s business to get distinctive, harmonious and origi- 
nal color effects into his window. 


All display managers agree that the theory of con- 


trasting colors is essential in a sportswear window. A 
window in all tans or browns of sportwear would have 
little interest, while a window in all reds or greens 
catches the eye of the passerby but does not hold his 
attention. Sports windows must be handled with har- 


monizing contrast—not one or two colors, but of three, 
four and five. This is the test of the displayman’s color 
sense, and this problem has been ‘solved by the use of 
the Taylor Color Harmony Keyboard, which is the con- 
stant guide of the above-mentioned display artists. 


If you want your merchandise displayed attractively, 
help the display manager to select merchandise whose 
colors harmonize. A window whose merchandise is 
harmonious as to color inspires interest and confidence 
to the same degree that an inharmonious one creates 
their oposite. This is a fact which none of us would 
dispute in the least. The Taylor Color Harmony Key- 
board has proved a valuable adjunct to window display 
departments, for at a moment’s notice the displayman 
can prepare display combinations which are always at- 
tractive and harmonious. 


Opening the entire field of colors for the display 
manager’s use, and insuring a scientific means of obtain- 
ing harmonious color combinations, is the purpose of 
the chart devised by Hazel H. Adler, of the Taylor 
System of Color Harmony. 


“The laws of color harmony, which have so long 
been the subject of more or less vague theorizing and 
experiment, have at last been reduced to a simple, work-., 
able form by Henry Fitch Taylor, ex-president of the 
American Painters’ and Sculptors’ Association, through 
the medium of a chart known as the “Taylor System of 
Color Harmony.’ 


“The Taylor Color Harmony Keyboard shows 
ninety-six individual colors. Masks, with cut-out win- 
dows, are placed on the chart, and, no matter how they 
are moved about, the colors appearing through the win- 
dows will always be in harmony,” explained Mrs. Ad- 
ler, whereupon she demonstrated by the use of the chart 


_ the following unusual sportswear display : 


Red—hats, white sports togs embroidered in red. 
Yellow—sweaters. 

Orange—scarfs. 

Egyptian green—sport coats. 
Yellow-green—sports handkerchiefs. 

Blue violet—parasols. 


The new Lacquer Red was featured as the dominant 
note in the window, according to her demonstration, to 
be used in red sport hats and in red embroidery on white 
sports dresses. 

The green-blue, which forms the true complement 
of pure red, to be shown in three smart sports coats. 

Yellow, which completes the triad, to be manifested 
in sweaters of a pale straw color. 

A minor harmony of orange, yellow, green and blue 
violet, to be used to complete the dominant harmony. 
This to be carried out in orange scarfs, yellow-green 
sports handkerchiefs and blue-violet parasols. 

A window like this one would fairly sing with radi- 
ant color, and yet would be so adroitly harmonized as 
not only to attract interest, but also to hold it. 
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Boys’ Club House Proves Distinct Hit 


Built inside the store and conducted along the plan of secret 
order, it adds interior display value 


By LOTHAR F. DITTMAR 
Display Manager, The Union Company, Columbus, Ohio 


ZPJHAT is more essential than the building up, 
>| from the beginning, whether it is a small store 
with ten employees or a large store with five 
hundred employees? The Union Company, at Colum- 
bus, Ohio, hit upon a plan of building up a life-long 
business with the youngest customers a store can have— 
the school children. : 





To make it interesting for the youngster to come into 
your store from miles around, you must have something 
more attractive than the fitting of a new suit, or the try- 
ing on of a pair of shoes. It was decided by Mr. Rob- 
ert Levy that the best way to get the boys to come to 
the store would be to build for them a “real club house,” 
one in which they could really feel at home, and where 
they could play games, hold meetings, have telephone 
service, and study. 


Nothing has been overlooked in the construction of 
a most suitable and practical club house, as will be seen 
in the accompanying photographs. A close-up of the 
interior will show that there are five hundred books on 
the shelves from all authors who are nationally known 
to young boys. The floor of the club room is carpeted, 





Exterior, Unico Club House, Union Co., Columbus 


and the windows curtained with valances overhead to 
match. The window exteriors have metal guard rails 
in front of them, so that when the boys are viewing 
parades there may be no chance of mishaps. The walls 
have been painted in a color scheme, the pictures are of 
the various events held by the Unico Club, the “Su- 
preme Unico,” the secretary, treasurer, officers, as well 
as the board of directors. 

A young lady stenographer has her own desk, takes 
dictation from the boy’president, and also his staff. She 
has her own stamps, stationery, postage, and everything 
that would be found in the offices of the most elaborate 





Interior, Unico Club House, Union Co., Columbus 


clubs. The exterior of the club house reveals a realistic 
California-type bungalow. The house was built around 
the clothing cases, and the glass doors of the cases were 
made to look like French windows. Real asbestos 
shingles were used, and rafters, 2x4, were put close 
enough together so that the weight.of the shingles would 
not bear down and mar the beauty of construction. 

A small sign hangs from the corner of the building 
with the inscription, “Unico Club House,” on it. As 
soon as anyone: steps off the elevator they immediately 
see this little placard staring them in the face. Another 
attention-compelling item is the elaborate floor and 
main entrance to the club house, with its projecting 
brick porch effect ; also the real awning overhed and the 
Rusces trees on each side of the doorway. The Unico 
Club has 3,600 members, who are as proud to wear 
their Fourth Degree button as any man is in his fra- 
ternal order. 


Inasmuch as the club house is entirely closed, the 
noise created by the boys does not stop the selling on 
the floor. The entire third floor is devoted to children’s 
wear, from infants to the fourteen-year-old boy or girl. 
These boys are as gentle and mannerly when they step 
into the elevator as they are in the clubroom. Generally 
they take the stair case, because they think the elevator 
service would be hampered by so many of them being in 
the store at once. They are asked to telephone to their 
mothers as soon as they are in the club room. 


For pastime the boys have ten or twelve various 
games to play, and plenty of room to sit down and read 
in the Dutch benches placed in and around the entire 


(Continued on page. 36) 
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The silvering of Pittsburgh Reflectors 
will not tarnish or discolor; the backing 
will not crack, check or peel 


A 7-Year Record! 
A 5-Year Guarantee! 


Not a single “Pittsburgh” Reflector made since 
August Ist, 1916, when we began using our se- 
cret process of backing, has ever been reported 
to us as having the silvering tarnish or dis- 
color, or the backing crack, check or peel. 
Not only is the “Pittsburgh” guarantee an agreement to 
replace any goods of defective manufacture, but this 
record of perfection of manufacture throughout a period 
of more than seven years is an assurance that no replacements 
will be needed. 
Such a record is unusual in any line; but*particularly so in the manufacture 
of silver-plated glass reflectors, because the intense heat of the type ‘C’ 
lamp with the repeated heating and cooling of the reflectors, subjects the silvering 
and backing to severe strains and stresses. 
“Pittsburgh” Reflectors are guaranteed for five years from date of purchase against crack- 
ing, checking or peeling of the backing and the tarnishing or discoloration of the silver. 
We are Specialists in 


“Pittsburgh” 
Show Window Lighting 


For many years we have specialized in S I LV E R E D 
show window lighting and have a fund E F L E Cc T 
of information and experience that will 
t Its f ° . 
ay ee eee ee Windo-Spot, Color-Lite, Easy-to-Install Conduit, Etc. 


your displays. Send us a rough pencil 


sketch of the floor plan of the window : ae 
to be lighted, marking on it the length Pittsburgh Reflector & Illuminating Company 


of the glass, the distance from glass BOWMAN BLDG., PITTSBURGH, PA. 
to background, from floor to ceiling, NEW YORK: 1452 Broadway. CHICAGO: — Reflector & Illuminating 
from floor to transom bar, if any, and Co., 565 W. Washington St. 


height of background. We will then PHILADELPHIA: A. Hopkin Jr. Co., SAN FRANCISCO: Myers & Schwartz, 
offer suggestions for the proper light- 235 S. 8th St. 90 New Montgomery St. 


ing of such a window and send an es- TORONTO, ONT.: Wilson IMumination Company, 237% Yonge Street. 
timate of cost. 


Write for a free copy of our valuable 
booklet —“Show Window Lighting.” 











One of the Twenty Windows of Frederick & Nelson’s Department Store lighted by “Pittsburgh” Reflectors, Spotlights and Color Screens, 
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Upper Left, Display by B. E. Chester, Monnig Dry Goods Co., Ft. Worth, Texas; Upper Right Dis- 
play by J. J. Ralph for The Nonpareil, Sacramento, Calif.; Center, Display by B. H. Holmes Com- 
pany, New Orleans, La.; Lower Left, Display by Walter L. Bell for Thomos L. Bell, Jeweler, 
Americus, Ga.; Lower Right, Display by Chas. Ely for Browning, King & Co., Detroit, Michigan. 
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Upper Left, Display by C. H. Roberts for the Quality Shop, Baltimore, Md.; Upper Right, Display 
by I. C. Eldredge for R. H. Macy & Co., New York City; Center, Display by Halle Brothers Co., 
Cleveland, Ohio; Lower Left, display by R. J. Moots for Ville de Paris, B. H. Dyas & Co., Los 
Angeles, Calif; Lower Right, Display by E. M. Johnston for C. H. Baker Shoe Co., Portland, Ore. 








THE DISPLAY WORLD 


Upper Left, Display by Martin Rosendahl, Oakland Automobile Agency, Duluth, Minn.; Upper 

Right, Display by P. R. Swift for Patterson-Fletcher Co., Ft. Wayne, Ind.; Center, Display by Jack 

Wilson for Derry &-Toms, London, England; Lower Left, Display by L. L. Wilkins, Jr., for The 

Kerr Dry Goods Co., Oklahoma City, Okla.; Lower Right, Display by R. A. Corbin for Radin & 
Kamp, Inc., Fresno, Calif. 
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With the New York Displaymen 


Powder blue forms the basis of two interesting displays 
—Repetition of window unusual 


By WILLARD D. HART 
Special Correspondent, The Display World 


HE similarity of theme in two window displays of two 

New York stores not far from each other makes a 
consideration of their similarity and difference not without 
interest. 

“Powder Blue” was the subject of the two displays. 

R. H. Macy & Co. and B. Altman & Co. were the stores 
playing up this shade. Both stores used drapes, garments 
and hats. 

At the Macy store three drapes were used. Three 
stands with semi-circular tops, the middle one the tallest, 
were ranged across the window. 

A voluminous drape of silk in the “Powder Blue” shade 
was laid over the middle stand in long triangular folds drawn 
nearly taut and extended downward and outward to the 
floor from the ends of the curved top. Between these folds 
was a three-cornered fold with the apex down and disap- 
pearing in a froth of puffs within a porcelain urn at the 
foot of the stand. The urn was buff streaked with brown. 

The other stands had breadths of blue silk over the tops, 
being drawn together somewhat, then fell directly to the 
floor. Attached at the ends of the curved tops were white 
drapes spreading out to the sides. Strings of glass beads 
were festooned across the blue in each of the units. 

In front of the stand at the left was a white hat with a 
white scarf, on a dark woodenstand; at the right a blue 
hat balanced it. In the front of the drapes and showing 
between them were two white blouses, both of powder blue, 
with white collars and cuffs. ~ 

The display at Altman’s used a large drape in the right 
half of the window. Long folds of blue silk fell from a 
curved cross-bar brightly gilded and inundated the floor in 
eddies of the material. In front of this stand a low stand 
supported a small conical drape of blue satin. This also 
spread from the floor in waves. At the extreme left a 
smaller drape of blue goods fell from a stand with rounded 
top. 

At the right of the large stand, a silk dress in the blue 
shade and‘trimmed with ecru lace faced front on a form, 
while at the left, between the two drapes, a form presented 
the back view of the blue dress. 

An attractive display of hats in one section of the Ful- 
ton Street front at the Brooklyn store of Oppenheim, 
Collins & Co. took its cue as to colors, etc., from a par- 
ticularly attractive central arrangement. There were two 
curtains of purple velour drawn back from a panel covered 
with white net. 5 

In front of the left hand curtain stood a chair painted 
a dull green and trimmed with checkered brands of black 
and green. Behind the chair on the stand was a large 
bunch of pink flowers standing out from green leaves and 
vines. From the left arm of the chair a green veil extended 
outward to the floor. This veil had a wide border in a 
burnt orange and white flower design. 

A white fox fur lay over the back and seat of the chair, 
the seat of which was upholstered in rose color. A Leg- 
horn hat, with a green and pink brim, stood in front of:the 
chair; another hat with rose crown and Leghorn brim 
stood on the chair, and at the right of it was a pink hat 
trimmed with pink and green. On the floor in front of the 
green veil was a hat wholly covered by red and blue 





flowers. Near this stood a lavender perfumery box and a 
pink handkerchief next to it. 


Repeat Window Display of December 


A little card in the window of Lord & Taylor’s the other 
day asserted that the same display being shown then had 
appeared at that store in the early part of December last, 
and was being repeated by request. The window must 
have received a sincere encore, for it enjoyed a continuous 
and goodly gallery all through its run. A window card, one 
in the form of an open book, announced the return of the 
vogue of the tailored suit. Four suits on forms ‘were 
ranged across the window. The suits were in gray or in 
brown. Colored handkerchiefs appeared at the pockets 
of some of them. ' 


Behind the suits, in a rigid line, six framed fashion pic- 
tures of tailored suits hung on the wall a little above the 
level of the forms. They were placed so as to show be- 
tween the forms. The design was certainly simple and 
direct enough to suit the most exacting connoisseurs of 
simplicity. 

There is a great diversity in the silks displayed in win- 
dows this week, both on Fifth Avenue and Sixth Avenue, 
in piece goods and ready to wear. In one Fifth Avenue 
store satin is emphasized in ready to wear, while in another 
about two blocks north crepe de chine is the featured ma- 
terial. 

Of the several silk piece goods windows, the most ex- 
tensive was made by R. H. Macy & Co., who held their 
annual silk week recently. The six large windows on Sixth 
Avenue are decorated with plain and fancy silks, shown 
against a painted background of outdoor scenes. Plain 
materials are represented by Canton satin, woven fancies 
by the much-talked-of stripes and checks, and prints by 
extreme bayadere types. Grays and greens are prominent 
in plain materials, while in the background for black or 
colored stripes, while reds or blues dominate in prints and 
henna reds, yellow and peach are prominent: in the woven 
plaids, seen on neutral gray or sand, or on a henna ground. 


One entire window is given over to moire in gray, blue © 
and green. This is balanced by a window of Canton satin 
in gray, green and sand, while between them is one of the 
pastel taffetas with large Pompadour prints. 


In a display of massive drapes of black velvet at Gimbel 
Bros., a fluted column brightly gilded made an effective 
support for one of the units.. The column had a substantial 
character well suited to the long sweeping curves of the 
heavy material and flashed out in smart contrast among 
the black folds. 


A lamp consisting of a small marble figure supporting 
a white globe surmounted the draped capital of the column. 
Garlands of smilax extending across the drape and falling 
to the floor along the edge of the breadth at the left re- 
lieved the black. Hair ornaments of silver also dotted the 
black velvet at the top and about half way up the column. 


Color contrast and judicious disposition of the masses 
made a display that seized and held attention for the Grand 
Maison de Blanc in a window showing both garments and 
accessories. 
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Who They Are and What They Say 


No. 7—NED MITCHELL, New York City 






















HAT is probably one of the biggest and most 
responsible display manager’s jobs in the world 
\<22%9] is that of Ned Mitchell, Superintendent of Dis- 
plays for the chain of Liggett drug stores. To success- 
fully superintend the decorating of 690 windows every 
week in 284 stores in 116 different cities in 28 different 
states is some undertaking, and yet if you should ask 
Mitchell if the worries and trials of such a responsible 
position were dragging him 
down to an early grave he 
would chuckle and tell you 
that he never felt better in 
his life. Now the reason why 
Ned’s wories are few and far 
between is because he has 
surounded himself with a 
loyal, efficient organization 
that functions automatically 
in every city in which the 
Liggett Company has stores, 
regardless of whether the 
store is two blocks or 1,500 
wniles away from the Liggett 
display headquarters, which, 
by the way, are located in the 
big twenty-three-story $12,- 
000,000 building at Forty- 
second Street and Madison 
Avenue, New York City. 

There is no doubt but 
that Mitchell’s windows 
went a long ways in produc- 
ing the capital with which to 
erect this building, and also 
to pay for the fifty new Liggett stores that were opened 
during the past year. There are one hundred names 
on the Liggett Company’s window display payroll, forty 
of these men being required to handle the windows of 
the eighty big Greater New York stores. The Liggett 
stores in all cities occupy the most prominent as well as 
the most expensive locations. 

In New York City the Liggett Company have several 
stores that 300,000 persons pass by every day. The 
windows of such stores, of course, are given special 
attention. The Liggett chain of drug stores are located 
in the largest cities of the east and middle west, reaching 
from Bangor, Boston, Providence, New York, Balti- 
more and Washington in the east to Minneapolis, Des 
Moines and Kansas City in the west, and St. Paul, De- 
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Nep MITCHELL, 
Supt. of Displays, L. K. Liggett Co. 


troit, Buffalo and Rochester, Albany and Saratoga 
Springs in the north to Tampa, Miami and New Orleans 
in the south. Each city has its crew of window deco- 
rators, all operating under orders issued by Mr. Mitchell 
at the New York headquarters. A mere notification to 
Mr. Mitchell from the big chief that a new store is to 
be opened on a certain date at a certain location in a 
certain city is all that is necessary to set the machinery 
in motion that will provide 
the necessary display material 
and window men to properly 
handle the decorating of the 
windows of the store to be 
ready on the date specified 
and to give it attention for all 
time to come thereafter. 

Ned Mitchell was born 
in Owatonna, Minn., and his 
first job after leaving school 
was in the composing room 
of a newspaper, a small town 
weekly, the paper being 
issued by the editor and his 
wife and Mitchell. When 
the editor would go off ona 
joyous vacation, as he did 
about once a month, the edi- 
tor’s wife and Mitchell would 
get out the paper by them- 
selves. Mitchell would write 
up the copy, set the type, 
‘make up the forms and on 
the day the paper went to 
press feed, mail and de- 
liver the entire addition, with such small assistance as 
could be given him by the editor’s better half. Mitchell’s 
first drug store job was with Geo. S. Davis in Council 
Bluffs, lowa. Later he worked for Camp Bros., of the 
same city. In the fall of 1906 he moved to Los Angeles 
and associated himself with the Owl Drug Company. 
In three months’ time he was managing the largest 
Owl store in Los Angeles and later was appointed dis- 
trict manager for southern California. His next move 
was to San Francisco to fill the position of advertising 
and sales manager for The Owl. 

In 1914 Mitchell came east to accept the position of 
advertising and display manager for the L. K. Liggett 
Company, whose headquarters were then in Boston. 

(Continued on page 39) 
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Chicago affords the most complete Display Equipment and Decora- 


al | Display. \ 
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prices that cannot be 


THE ADLER-JONES CO. 
643 S. Wells Street 


Artificial Flowers—Decorations 


ARTISTIC WOOD TURNING WORKS 
529 N. Halsted Street 


Store and Window Fixtures 


BAER’S, INCORPORATED 
155 North Union Ave. 


Wax Figures and Forms 


BOTANICAL DECORATING CO. 
319-27 W. VanBuren Ave. 


Artistic Decorations & Artificial Flowers 


_ THE BODINE-SPANJER CO 
1160 Chatham Court 


Distinctive Display Decorations 


CHICAGO MAT BOARD CO. 
664 W. Washington Blvd. 


Card and Mat Board 


tion Market in the World—Time and money may be saved, and the 
best that decorative genius creates can be obtained in Chicago at 


duplicated—quality considered. 


CURTIS LIGHTING, INC., 
1119 W. Jackson Blvd. 


Complete Equipment for Lighting Effects 


THE KOESTER SCHOOL 
314 S. Franklin St. 


Display and Card Writing Instruction 


NATIONAL CARD, MAT & BOARD CO. 
4318 Carroll Ave. 


Show Card Boards, Mat Board Cut-Outs 


PAASCHE AIR BRUSH CO. 
1902 Diversey Parkway 


Air Brushes and Accessories 


SCHACK ARTIFICIAL FLOWER CO. 
134-140 North Robey St. 


Artificial Flowers & Display Decorations 


GEO. E. WATSON CO. 
62 W. Lake Street 


Show Card Writers’ Supplies 


Endorsed by most critical and discerning displaymen and merchants 
everywhere—and recommended to progressive purchasers by the 
Buyers Service Bureau of The DISPLAY WORLD. 








Copyright 1924 by The Display Publishing Co. 
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En sland Plans for Good Displays 


Windows will be given special attention during British Empire 
Exhibition—Wolsey contest draws much interest 


By E. N. GOLDSMAN 
Manager, The Display Service Co., London, England 


F the many big display competitions held in 
England, that of the Wolsey Underwear Com- 
MA pany is the most important. Unlike the ma- 
jority of spasmodic attempts inaugurated from time to 
time by manufacturers and wholesalers when business 
gets slack, or is in need of a tonic, the Wolsey compe- 
tition has been consistently held successfully a number 
of years. Each succeeding event shows increased in- 
terest, the entries are exceptionally heavy and the qual- 
ity of work submitted is of a high standard. 

The prize money is generous. Usually the firm 
puts up each year 1,000 pounds, or $5,000. This is 
divided equally among several different classes of 
stores competing, from the larger department store to 
the smaller specialty store, so as to give each one an 
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equal chance. The first prize in each class is never less 
than 200 pounds, $1,000, and smallest, 25 pounds, or 
$125. This money is apportioned as follows: One- 
third to the firm making the display; one-third to the 
displayman, and one-third to the staff of the depart- 
ment. directly interested. This is done to give every- 
body connected with the handling of the particular 
commodity some direct interest in the scheme and to 
insure active cooperation of everyone in making it a 


success. 

The awards in the contest for 1923 have just been 
made and announced. The display illustrated herewith, 
made by Jack Wilson, display manager of Derry & 
Toms, London, won first prize, and in addition a hand- 
some silver cup the Wolsey people generousty added 
as an evidence of artistry and recognition for the dis- 
playman. The setting represents a huge suspended 
mirror, 15 by 9 feet, and in it is seen the reflection of 
a room in which there are five female figures in Wolsey 
Underwear. On each side of the mirror there is a 
selling display of women’s and men’s Wolsey under- 
wear, with descriptive and price tickets. The whole 
of the setting was in white against a background of 
black velvet. 

Without a doubt this coming season will be an ex- | 
ceptional one from the displayman’s point of view. 
Great preparations are being made by the leading stores 
to show our British Empire Exposition visitors what 
they can do and how marvelously window displays have 
improved during the past few years in the world’s 
metropolis. 

The improvement in displays of proprietary articles 

(Continued on Page 45) 





Prize Winning Display by Jack Wilson, for Derry & Toms, London, England 
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Learn Window Trimming at Home!! 





At Last A New, Praétical and Successful Home Study 
Course in Window Trimming for Retail Merchants 
Who Trim Their Own Windows and Retail 
Clerks Who Want to Increase Their Pay 


There has been a crying need for a course of this kind. Whether you be merchant or 
clerk you should know the fundamental Principles of Window Display. 


There are reasons for every step in this art. It is not merely as many think an arbi- 
trary arrangement of Merchandise with a few fixtures and Artificial Flowers thrown in. 


Window Display today is a highly specialized branch of selling which everyone in the 
retail merchandise game, in order to be successful should know. ’ 


No Secret in Successful Displays Every step in building successful windows is 
taken up simply and in plain English “step by 
step.” Fifteen minutes daily study will enable 
wherefores of successful selling through Dis- you to master each step as presented. | 


There are no dark secrets as to the whys and 


plays‘and it is not mere chance that windows 
are successful. The purpose of this course is Small Cost 


ryone conversant with this im- 
to make every The course covers a period of 5 months and is 


portant phase of retail merchandising, either payable in 5 small monthly installments. Any- 


for his own use in trimming his windows, or one can afford it. The benefit derived from 
to put him in a position to.earn a good salary the course will pay you dividends a hundred- 
as display manager. fold. If you do not say that it is the most 


practical and understandable course ever sub- 
; : mitted, your money will be refunded to you 
Can be Learned in YourOwn Home tn 


It is not necessary to attend a school to learn 
































successful window trimming. The course is Individual lessons are given—there are no n 
so arranged that lessons are mailed to you stereotyped forms used. Problems are indi- 
every two weeks. vidually corrected. a 
4 
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‘ THE DISPLAY WORLD 


An Illustrated Monthly Publication for 
Advertising Men 
Issued on the 15th of Every Month by 
The Display Publishing Company 
Cincinnati, Ohio 
Editor, CLYDE P. STEEN 


OUR PLATFORM 
1. The Development of the Art of Mercantile Display.—2. Its General and Positive Realization by Mer- 
chants as the Most Powerful Factor in the Business of Selling—3. More Intimate Co-operation of Man- 
ufacturer and Merchant—4. The Encouragement and Advancement of the Independent Display Service 
Idea.—5. An Ideal, Practical and Helpful Personal Service to the Display Profession and its Industry. 


National Advertisers 





sa 





~ 


In order to make window displays 
effective, faith must: be absolutely 
aorapnene by kept with the customer. Special 
Window Diaylay patterns and colorings of merchan- 
dise in the window may have a certain appeal, particu- 
larly to women, inducing them to walk in and ask for 
one or more of the articles of the same kind as shown 
in the window. It is reasonable for the customer to 
assume that she may, on the inside of the store, pur- 
chase the exact duplicate of the article in the window. 
But how many times is that possible? 

Window displays are too often selected only to 
attract, but faith isn’t kept with the customer who wants 
the very same thing he sees in the display. Then, too, 
it indicates a slim stock if the article must be taken 
from the window in order to supply the demand. 
There is no question on the value of displaying mer- 
chandise in the windows, but there IS question on the 
advisability of displaying attractive stuff that cannot 
be backed up with the actual duplicate in the store’s 
interior. It will be usually found true that where the 
rule is most violated the windows are heavily stocked 
with merchandise along old-fashioned methods. Artis- 
tic windows, containing a little merchandise, not only 
have the appeal by concentrating the thought of the 
prospective customer on only one or two articles, but 
can usually be backed up by the fulfillment of the de- 
sires on the inside of the store. 

Keep faith with your customers by your displays— 
it will pay in the end far greater dividends to the store 
than by providing a window display that brings sales 
but to. dissatisfied customers. When the customer 
comes in and asks for something “like that in the win- 
dow,” be able to show it without hesitancy. 


Keep Faith of 





The store that is obtaining great re- 
sults through the trying out of new 
ideas today, is the store that is giving 
attention to the trade journals it re- 
ceives each month. A commendable step has been 
taken by Robert K. Levy, of the Union Company, 


Recognition of 
Value of the 
Trade Papers 


Columbus, Ohio, in naming a “reading committee” rep- 
resenting each of the store’s departments. It is the 
duty of this committee to read every trade journal 
coming to the store, to digest the important articles, 
classify these, and pass them on to the departments 
that will be interested in the items being printed. 

Mr. Levy declares that the study of trade magazines 
has developed an unusual interest among the store 
people and that many unusual and profitable sugges- 
tions have been gleaned from the work of his com- 
mittee. Many more stores can profitably adopt the 
plan of establishing a clearing house to cull the meat 
from the trade papers, and get the information directly 
to the department heads, this in turn to be transmitted 
to each member of that department. 

Trade journals too often go into the store and re- 
main in the hands of someone not directly interested 
in the subject of the magazine, with the result that 
much valuable information is wasted. Mr. Levy’s 
idea is worthy of high praise. 





In the years gone by, hardware’ was 
considered a product too difficult to 
properly display in windows. Even 
paint could not be considered an 
article worthy of attention in displays, so it seemed. 
Today, hardware takes its place as one of the most 
important factors in the realm of display, and hard- 
ware stores throughout the country are giving citizens 
a glimpse of something really worth while in their 
display windows. Many of these stores now employ 
regular displaymen, while others have advertising men, 
who have the combined duty of looking after the store’s 
advertising and displays. 

This issue of The DISPLAY WORLD contains a 
number of articles on window displays in hardware 
stores in different sections of the country. Some of 
these displays are unusual. Others are on a par with 
some of the biggest department stores. With this new 
development another branch of the field now beckons 
to experienced displaymen. 


Hardware Now 
Takes Place in 
Display Realm 
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Something New for 
Straw Hat Displays 


Here is a “cracker-jack” display that takes 
you away from the stereotype straw hat win- 
dow—a novel and new papier mache item that 
will make straw hat sales “hum.” 


It Has a Strong Appeal 


The warm summer sun bursting through the 
straw is a constant reminder that the time has 
arrived to secure protection against “Old Sol” 
during the hot summer months. 


It is a perfect reproduction in papier mache, 
36 inches high by 30 inches wide in natural 
straw coloring. The band is painted black with 
bow in relief. “Old Sol’s” features are full 
relief and painted in warm summer colors. 


This attractive display is especially priced 
Y at $20.00. This price is pos- 

wien” sible because of our quantity 
assured production. Send your order 
now so as to be assured of 
delivery. 


This is one of numerous 
suggestions received in our 
' prize contest. You still have 
a chance. Complete details 
are given in the February 
issue, pages 32 and 33. Con- 
test closes March 31, 1924. 


BAER’S INCORPORATED 


of Baer 155 North Union Ave. 
Quality Chicago, II. 
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FOR MERCHANTS — DISPLAYMEN ~ ADVERTISERS 


to the display profes- 

sion and industry has \ 
been so faithfully given by 
The DISPLAY WORLD 
that it has won a nationwide 
family of loyal readers. 
Everywhere you will find 
The DISPLAY WORLD 
held in highest esteem by 
the leading displaymen and 
executives. Its pages reflect 
the thoroughness and au- 
thoritativeness of its hand- 
ling and discussion of dis- 
play problems and practice. 


To read it regularly each 
month you insure for your- 
self a close contact with all 
that is new and worthwhile 
in the field of window dis- 
play, mercantile decoration 
and show card writing. 


Through its advertising col- 
umns you get a complete 
buying guide for all display 
equipment needs. By sub- 
scription only $2.00 a year 
—less than 17c per copy. f 


Sample copy 25c 
Subscribe 


— 
rs 


SSA DGS 


The Display Publishing Co., 
Cincinnati, Ohio. 

Gentlemen: Enclosed find $2.00, for which enter my name on 
your subscription list for a full year’s subscription—12 issues— 
beginning with the next issue. Address magazine as follows: 


City 
Note—Remittance by’ check requires 10c additional for ex- 
change. Canadian and foreign subscription 50c additiorial. 
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Hotel Veranda Fashion Show Setting 


Provides attractive background for important spring event in 
large department store and creates much interest 


TINY colored page with red coat and cap and 
shining brass buttons, standing at attention at 
the door of a summer hotel, was the point of 
interest at which all eyes focused*—for it was at this 
door that the models would appear—at the opening of 
the fashion show at the Mabley & Carew Company’s 
store, Cincinnati. : 

If one came early enough to observe the interesting 
southern setting before the models engrossed the atten- 
tion, one saw that this improvised front of a summer 
hotel; with its cool, green striped awnings, ferns and 
wistaria, was constructed at one end of the large 
fashion floor, which is the full length of the building. 
The supporting columns of this floor were topped with 
palm branches and covered with palm tree bark, cre- 
ating a charming illusion of an avenue of palms between 
which stretched white paths which the models followed 
in their promenade. A string orchestra, in an alcove, 
played the latest favorites. Floor men, wearing white 
trousers, dark coats and sport shoes, added a masculine 
touch of realism to the scene. Here indeed was a won- 
derful opportunity for the women of Cincinnati to 
learn what is newest in the realm of fashion, for it was 








a 
“ 


an exceptional advanced style showing of what will be 
worn in the early spring and summer. 

They saw the newest sport clothes with that very 
smart, new simplicity that Paris started and that baffles 
description. The sport frocks with the “boyish” sil- 
houette were there, too, and new short, hip length coats 
in white and bright colors that are sure to capture the 
feminine fancy. Of course, there were bathing suits—- 
fascinating ones to which the embroidery art has ex- 
tended—both silk and wool. The new knitted wear in 
sweaters—the clever sweater blouse, for instance—and 
gay knitted frocks and capes attracted much attention. 
The new suits were unusually smart with their short, 
chic coats and attractive striped or checked fabrics. 
And then the evening gowns—exquisite beaded things 
in ravishing colors. Here wonderful Spanish shawls 
appeared, draped carelessly over the shoulder, but so 
sure of their charm that they need not bid for favor. 

The presentation took place from 11 a. m. tol p. m., 
and at two to four in the afternoon. Chairs were sup- 
plied for the larger part of the audience, and the fact 
that hundreds stood throughout the two hours proved 
the great attraction the showing held for the women of 
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Fashion Show Hotel Veranda Setting by Jno. 


Weber, for Mabley & Carew Co., Cincinnati, O. 


\] 









NPAC! 





AOA 


re 










BURR 












THE DISPLAY WORLD 















High-Class Easter Merchandise 
Deserves the Highest-Class Display 


Just two or three weeks. away—high time to consider 
how best to feature those beautiful new 


SUITS, SHIRTS, CRAVATS 
and Other Items of Men’s Wear 


Put your display problems up to “Onli-wa” and you can 
speed up your Easter selling. 
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Display your Men’s Wear and Clothing with the new 


DAYTONIAN DESIGN PLATEAU 
Send for Catalog 11 


THE ONLI-WA FIXTURE CO. 
401 Beckel Bldg. — Dept. S. W. 



















Make the most of your new: 
Spring Haberdashery 
with this 


New Daytonian Design 
Fixture 


You can display your smart new Spring 
cravats, shirts, hosiery, to very best 
advantage. 








Dayton, O. 







Quality and Originality 






















| x % 
5 Xe 
5 i 
: GEORGE SCHMIEDEL & 
8) Ke 
RI iS 
Z Ke 
2 Manufacturer of KE 
A ke 
D x 





EA SILK PLUSHES 
SY Widths—24”, 36”, 50” 
x“ ,; 32 Colors . 
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PIECE LOTS ONLY 
NO CUTS 
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SILK VELOURS ig 
Width—50” > 
24 Colors SS 


NEW YORK OFFICE 


50 Union Square 
(N. E. Corner 4th Ave. and 17th St.) 
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Distinctively 
Boyish 
@ 


A NEW 
FRANKEL MODEL 
FOR DISPLAYING 
THE PREVAILING 
STYLE GARMENTS 


Photographs sent on request 


“Every type of display fixture known” 
yey 


AKE 


RAN 


DISPLAY FIXTURE CO. 


1146 BROADWAY NEW YORK Va) 
at 27 “Street*: Established {888 s 


i. . ‘ 
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Cincinnati. The styles were.selected by Mrs. Katherine 
H. Baechle, general assistant to Mr. Fred L. Harwood, 
merchandise manager, under whose supervision the 
show was planned. The stage setting and floor decora- 
tions were planned and executed under the supervision 
of John Weber, chief displayman for the Mabley & 
Carew Company. 


The stage represented the outside of a hotel en- 
trance and veranda at Palm Beach. The walls were 
finished to represent cream color stucco, while the 
doors, windows and trimmings were painted white. The 
awnings were wide stripes of orange and blue, with 
narrow stripes of white. The floor was light grey with 
a design of dark gray and finished to represent cement. 
A colored boy was dressed in blue trousers, red coat 
and cap trimmed with brass buttons, and acted as a page 
to open the door for living models when ascending and 
descending the veranda. Two strips of white canvas 
stretched from the stage to the extreme end of the store 
served as a promenade for the models. 





Display Clubs Elect Officers 


New York and Minneapolis organizations choose | 
their leaders at annual meetings 


The New York Metropolitan Display Men’s Club held its 
annual election during February at its club rooms in the Hotel 
Breslin, New York. George B. Rooney, display manager for 
Abraham & Straus, Inc., Brooklyn, was elected president. 
Other officers elected were: Vice-president, Howard H. Lit- 
tell, assistant display manager for L. Bamberger & Co., New- 
ark, N. J.; recording secretary, R. Dougherty, display man- 
ager of Stewart & Co., New York; financial secretary, J. J. 
Cronin, display manager of L Bamberger & Co., Newark. 
Trustees: Herman Frankenthal, display manager of B. Alt- 
man Co., New York; William Tishman, display manager of 
Hahne & Co., Newark; Andrew Elder, display manager of 
Saks & Co., New York, and E. Heller. 

Committees were appointed as follows: Membership, A. 
Kay, George Talbot, William Fitzgerald; Program, Edward 
Munn, W. F. Wehner, A. W. Malet; Publicity, T. Quinn. 
Refutation of the report that the window display craft was 
organized similar to a union, was the keynote of the address 
of the new president, Mr. Rooney, who pointed out that the 
club was not a union, but a fraternal and educational asso- 
ciation. 

A dinner-dance is being planned for the near future, and 
the program committee was to report on arrangements at the 
meeting March 11. 


Minneapolis Displaymen Elect 1924 Officers 


The Minneapolis Association of Displaymen held its an- 
nual meeting Feb. 13th, at Donaldson’s Tea Rooms, where a 
luncheon was served. Talks for the good of the profession 
were given, and general business was discussed. Reports on 
the past year indicated a real, live club in Minneapolis. All 
of the officers were re-elected for 1924 by unanimous vote, 
the following being installed in-office: 


President, C. E. Thieme, display manager, L. S. Donaldson 
Co.; vice-president, W. H. Hinks, display manager, J. W. 
Thomas Co.; secretary and treasurer, G. C. Goodsill, Good- 
sill Fixture & Foliage Co., Inc. 
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HERE ARE THREE OF THE THIRTY-SIX PAGES IN ml 


SCHACK’S SPRING FLOWER BOOK 


re 
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If you haven’t your copy, send 
for it right now. It is a beau- 
tiful and inspiring book, show- 
ing artistic decorations of 
every type for every store. 
The prices are a_ revelation. 


New Floral Units 
Au Rritliandy Ctdortui 
ond Madesugely Priced 
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SCHACK ARTIFICIAL FLOWER Co. 


Leaders for Half a Century 


Factory Salesroom 
134 N. Robey St. CHICAGO 63 E. Adams St. 
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W-3 Wall Pocket 


26 inches high, 6-inch relief 
Beautiful gold background 
Fruits and flowers painted 


WE ARE STRIVING TO 

GIVE YOU .A LINE OF 

PAPIER MACHE THAT 

WILL BRING YOU RE- 
SULTS 


in natural colors 


$5.00 


We make ANYTHING in papier mache 


ART FONTAINE EXPOSITION CO. 
10744 No. MAIN STREET LOS ANGELES, CAL. 
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SUNLIGHT 


IN YOUR 


WINDOW 


Importance of Proper 
Display Window Illumination 


HE display windows are in effect a 

stage where the merchant may com- 
pel attention by varied and colorful appeal. 
Properly handled, they serve not only to 
attract attention to the merchandise, but 
~also to create a favorable impression of the 
store itself. 

The effectiveness of the window is de- 
pendent upon the illumination from the 
standpoint of permitting the display to be 
examined. 

With this in mind, the prime considera- 
tion in a window installation should be one 
of sufficient outlets to permit the flexibility 
and control of illumination and lighting ef- 
fects that is desirable for any particular 
display. The use of colored lighting in 
windows is becoming more general as an 
attention-getting medium, since it adds an 
unlimited field for variation in decorative 
effects. 


LIST 
$ 8.50 


Complete with 
color frame, five 
sheets of assorted 
color gelatine — 
green, red amber, 
blue straw, six 
feet of cording 
and plug. 





Use 150-watt bulb 
for best effects. 





No. 955 
Patent applied for. 


A Sunlight Silver Glass Reflector 


Fills the window with a flood of direct light 
having a powerful beam of reflected light in the 
center. A most effective unit for lighting your 
spring Displays. 


Free Trial for One Week 


If at the end of that period you are not satisfied 
with this unit your money will be promptly re- 
funded. . ’ 

Our Engineers wait with pleasure to design re- 
flectors for your particular requirements. Each 
individual case gets careful study and special 
design. Don’t fail to consult us where good light 
is required. 


Sunlight Reflector Co., Inc, 


Established 1898 
226-228 Pacific Street Brooklyn, N. Y. 








Boys’ Club House Proves Hit 


(Continued from page 20.) 


window frontage. The supervising of such an event as 
this was almost like getting a contract for the building 
of a structure in the outdoors, because it was done in 
such a realistic way. The members of the Unico Club 
are boosters, every one of them, for the Union Com- 
pany’s boys’ clothing department. The event is a suc- 
cess and will pay for itself in less than sixty days. 

The dedication of the club house was held February 





Mechanical Display, Unico Club Opening, Columbus 


9, and was made quite a noteworthy event. Joseph 
D’Amico is the Exalted Unico and Byron Shark is sec- 
retary. Secret ritual and rules and by-laws, in a neat 
little booklet, are given to each member. The store also 
published a small magazine for the members, entitled 
“The Unico.” This is filled with interesting material 
for the young members of the club. The dedication 
and opening of the club house was made the subject of 
a large portion of the store’s page advertisements in the 
daily newspapers the day prior to the event. 

The final link in making the dedication a success 
was the window display. Not a piece of merchandise 
was shown. The three background panels were covered 
with black felt, with the Unico Club emblem in the cen- 
ter. Signs explained the principles and how the degrees 
of the club are procured. The mechanical figure in the 
center worked in such a way that sixteen different signs 
were shown in the course of three minutes. The oval 
panel in back of the figure was of light blue; the two 
platforms on the floor were of black felt. Some of the 
books by various authors famous for boys’ books were 
shown. At the left was a cover page, inside a double 
spread of the boys’ magazine. The three pictures dis- 
played the Supreme Unico on the right, the officers of 
the club on the left, and the last group shown next to 
the president was taken at the time of the annual elec- 
tion. 

These boys’ club houses and clubs should prove 
effective in stores dealing with almost any kind of mer- 
chandise. 
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QUALITY 
VALANCES 


Tailored to 
Measure 


Our New Rotrogravure Booklet illustrating a selection 
of “GOOD VALANCES?” is now ready for display man- 
agers, store officers requesting same on their business 
It shows how high-grade valances on good 
materials are offered at reasonable prices. Write for one. 

BRYAN’S SERVICE supplies only good Valance 


526 South Fourth Ave. 


letterhead. 


BRYAN’S 








made to look good and stay good. 
making each curtain to exact measure gives an indi- 
vidual effect and a tailored appearance just as you find 
on a good suit of clothes. 
every size window, 
good materials. 


NEW 
DESIGNS 
Surprisingly 
Reasonable 





Our method of 


We have designs suitable for 
made in any length on a choice of 


LOUISVILLE, KY. 














Exact reproductions of “STENCILOR” made 
cards yours for the asking, or we will make 
any card for you. 


with the 


SHOW CARDS 


EN, HOW and as OFTEN as You Want 


at a nominal cost. 
Any clerk can make better than hand-lettered cards 
“Stencilor.” 
USED BY STOREKEEPERS IN. 
EVERY LINE OF BUSINESS 
A dividend paying investment 


Display Material Company 


191 Pearl St. 
New York, N. Y. 


Made in three sizes. 


774 Grand Ave. 








St. Paul, Minn. Z| 


























FLV 


S. Glemby Sons’ 


Bowery Savings 


Patented 


seer eerees 


Franklin Tie Knitting Mill 
(| Se AY 
Happiness Candy Co 


MECHANICAL ADVERTISING BOOK 


THAT AUTOMATICALLY OPENS AND CLOSES. 


WHAT THE BOOK DOES FOR THE ADVERTISER 
Attracts attention by movement of the pages. 
Holds the crowd by arousing curiosity as to what is on the following pages. 
Creates a demand by persuading the reader of the desirability of the product. 
IT ACTUALLY MAKES FIRST-HAND SALES. 


The following is only a partial list of the important firms who realize the advertising value 


of this device and are at present using it: 


National City Bank of New York.... 
Rolls-Royce Automobile Co. 
New York Telephone Co 
Hill Brothers...... 
Charles Scribner’s Sons 


Pee meee sete ere reeeee 


Automobiles 
a pone Dates 


Henry W. Savage 'Co.... 22.2 62.060. Theatricals 
Pca G SiaGhe ioe vk asin cccccctses Dept. Store 
General Electric: o...6ccsecccscss Manufacturing 
Standard Milling Co............ Heckers’ Flour 
National Cash Register Co..... Cash Registers 
Luxor Cab Coamipamy........cccccccccee Taxicabs 
New Departure Mfg. Co........ Manufacturers 
Hilton’s -Ciotihime (Gc... .cikcccccccecss Clothes 
Metro Picture Co..........- Picture Producers 


CHESTER MECHANICAL ADV. CO., INC., 1416 BROADWAY, NEW YORK CITY 
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harmonies? 
for you. 


ful colors. 


“Theory 


Enamelac 


The New Air-Drying Decorative Art Enamel 
Why not give your displays “distinc- 
tion” by adding the tquch of unusual 
color—striking contrasts and _ subtle 
“Enamelac” will do it 
It dries over night, is water- 
proof, and made in twenty-two beauti- 
Can be used on back- 
grounds, wood or metal fixtures, fur- 
niture, pillars, etc. 
circular free. 
BOOKS YOU NEED 
“Lettering,” by S 
of Color, vik SR ey 4.50 





Color card and 


“Enamelac Outfit” 
In hinged box with 


“Art Simplified,” by Lemos....... 4.25 six colors: Turpen- 
“Cartoonist Art,” ge epee 2.10 tine, Shellacand 
All sent postpaid. three phy ag» com- 


THE PRANG COMPANY 


1922 Calumet Ave., Chicago. 


wee. Bree | for use. 
Postpaid, $3.25. 
118 E. 25th St., New York 








VALANCES 





OUR SPECIALTY 


Give us a description and lay out of your store front 
and the type of trade you cater to and we will design 
the proper valance for you, no charge for this service, 
also a complete stock of silk plush, write for price. 


Karl L. B. Roth, Manufacturer & Designer 


FINDLAY, OHIO 
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iT 99 by Dorothy Buck, who specializes in child-life. Her paint- 
J UST KID S ings on muslin, silk, or board make excellent backgrounds 
for infants’ or children’s wear windows. Whatever your problem is that needs an 


artist you can be sure that one of us is well equipped to work with you on— 


WINDOW SETS — BACKGROUNDS—PANELS—CUT-OUTS 
PAINTING WITH OIL — WATER COLOR — DYE — ON SILK, MUSLIN, 
. CANVAS OR BOARD 

















Color Sketches Gratis nite, ee 


description together with measurements. We'll be glad to show what we can do. 
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BRIDES ATTRACTIVE SPRING FLOWER BOOK PUBLISHED 
The Schack Artificiat Flower Company has issued its 
Spring Flower Book for 1924, and it is one of the most 
elaborate books of this character ever presented the display 
BRIDE field. The plates, in natural colors, of the decoratives 
PAINTED IN handled by this company are exceptionally well made, and 
the coloring is practically perfect. 
OILS IS In addition to the picturization and full descriptive mat- 
OPAOUE, 
BACK- 
GROUND 
IS IN 
PERFECT 
IMITATION 
OF 
STAINED 
GLASS. . 
COLORFUL, 
TRANS- 
PARENT, 
) | NOVEL. 
ter of the firm’s entire line of flowers and decoratives, 
Hi ARRY T AYLOR the book contains much valuable information for display- 
men and a story of the history and romance of the Schack 
and Associated Artists firm, which is very interesting. The Schack Artificial 
Flower Co. is located at 134-140 North Robey Street, Chi- 
209 W. 34th STREET NEW YORK CITY cago, Ill., in its new up-to-date factory, and is glad to send 
il this new book to displaymen on request. 
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Who They Are— What They Say 


(Continued from page 26) 


After the consolidation of the Liggett and Riker-Hege- 
man-Jaynes Companies, Mitchell moved to New York 
City, still acting as advertising and display manager. 

As the company grew in magnitude and the display 
end of the business grew to be such a big and important 
feature, he was relieved of the advertising part of the 
job so that he might devote his entire time to the win- 
dow and display department. That his efforts have 
proved successful is shown by the fact that the L. K. 
Liggett Company’s stores are patronized by 110,000,000 
customers annually, doing a business of over $37,000,- 
000, being the largest retail drug concern in the world. 


Mitchell is considered to be one of the best informed 
men regarding salesmanship by means of display in the 
country, and his articles on windows and displays are 
much in demand by magazines and trade journals. He 
is also a public speaker of no mean ability, and has de- 
livered lectures on salesmanship, displays and the power 
of suggestion in many of the larger cities, appearing 
before large conventions, schools, colleges, advertising 
clubs and business men’s associations. 

While associated with the Ow] Drug Company in San 
Francisco, Mitchell built a moving picture studio on 
the roof of one of the Owl’s warehouses and installed 
a duplicate of an Owl drug store interior. He drilled 
a company of Owl salesmen and salesladies and pro- 
duced 2,500 feet of intensely interesting moving picture 
film illustrating good and bad salesmanship. This film 
was shown in several of the larger cities of the United 
States and created favorable comment wherever dis- 
played. The San Francisco Chronicle rented a large 
theatre and engaged Mitchell to show his picture and 
give a talk in connection with it, and it created such in- 
terest that hundreds of people were turned away at 
every performance. Mitchell has two hobbies—his 
work and his radio. He gets a lot of fun out of both. 





THREE DESIGNS DRAW FAVORABLE COMMENT 


Three designs turned out by the Edwards & Deutsch 
Lithographing Co., 2320-2332 Wabash Ave., Chciago, have 
elicited much favorable comment both from manufacturers 
and the retailers who have been asked to use the displays. 
These new 1924 creations are for the Mazer Cigar Mfg. 
Co., Detroit, Mich., on Humo Cigars; Cudahy Brothers, 
Milwaukee, Wis., on Cudahy’s Ham and Bacon; National 
Trading Co., Chicago, Ill., on Duro-Belle Hair Nets. The 
three-way designs are suitable for use in any window, 
large or small, and the lithographing is of exceptionally 
high grade. 





DISPLAY SERVICE ISSUES HIGH CLASS BOOKLET 


The Fisher Display Service, 40 North Wells Street, 
Chicago, has issued, in behalf of its 1924 business, a very 
elaborate booklet entitled “Six Years of Successful Ser- 
vice.” The pages are filled with high-class illustrations, 
protected by transparent paper. These illustrations depict 
displays installed by the Fisher service. 
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— 
L. A. FELDMAN 


FIXTURE CO. 


32 WEST 32nd STREET 
NEW YORK 














\ Model 


Forms 


The Style and General 
Lines of Your Ready- 


to-Wear Garments 





change every season. 


Are you keeping your 
windows up-to-date and 
attractive by displaying 
your merchandise on 
New Model Forms? 

No. 271H3 


We can furnish more than 25 different 
designs in Wood or Metal Bases for 
Display Forms in Standard Finishes or 


Unique Color Combinations. 


Write us your requirements or call and 


see us when in the market. 
<—>10<——0 
| Everything in 
Display Fixtures 
Humanized Wax Figures _ | 
Valances---Art Flowers 
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TO THE WINDOW 
DISPLAY MAN! 


We would like to demonstrate to 
you a new feature in 


DISPLAY FORMS 











A Different Form Than You Have 
Been Using: It’s To Your Ad- 
vantage To Investigate. 


All our goods are made in our own 
factory, and under the personal direc- 
tion of Mr. J. R. Bauman. 


This demonstration can not be made 
with literature. 


Write and make an appointment. 


WE DO NOT JOB 


J. R. Bauman Model Form 
225 West 28th St., New York City 
Phones Pennsylvania 8282, 8283 and 8284 


Display Value in Wooden Doors 


Hardware firm utilizes space to install two 
miniature windows that pay well 


By H. D. MINOR 
Display Manager, J. B. Scanlan Co., Atlantic City, N. J. 


We are great believers in display. Any change in store 
arrangements is made with the idea of more and better 
facility for displaying the goods which we sell. While 
primarily a hardware store, our firm specializes in tools, 
cutlery, sporting goods, china, stoves and house furnishings. 

One of the changes we recently made was to construct 
miniature display windows in a pair of wooden doors. 
closing the driveway which is at the side of the store, and 





Utilizing Doors for Display Windows 


leads to our warehouse in the rear. These windows are 
the same size, thirty inches wide, thirty-four inches high 
and eight inches deep.. The window floor is twenty-four 
inches from the sidewalk level. 

As these doors front on Atlantic Avenue, where front- 
age is valuable, we felt that miniature display windows as 
a supplement to our store windows would pay better than 
any other use to which we could put this space. There are 
other uses, such as renting space for theatre announcements 
or advertising of other kinds, which pays a small amount 
of cash monthly. 

We find these small windows useful for displaying items 
in our line that do not fit into our regular window trims. 
Ofte’ we show lines where the assortment is incomplete. 
We also use these unique windows for special offerings of 
goods we are closing out. 

We are well satisfied with the returns the windows have 
made in sales, which we have traced directly to their dis- 
play. It proved to us, beyond any doubt, that display pays, 
no matter where it is placed or under what circumstances, 
as long as something is shown that catches the public eye. 





OLD OFFICE FURNITURE DISPLAYED 


e 

“Noah’s Ark Period in Office Equipment” was the in- 
scription on a sign explaining a recent display of ancient 
office arrangements in the window of Walker Brothers, 
Fargo, North Dakota, the display being installed by Alson 
Brubaker, secretary of the company and display manager. 
Spider webs on a dilapdated desk, an old paper press, a 
hand lantern and other equipment which harkened back 
to the pioneer days of office equipment was included in 
the display. 
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Your Windows Are the Mirrors 
of Your Store — 


rQ\HEY reflect your store’s personality 

and the artistic quality of your goods. 
When you use Sol Fabrics for backgrounds, 
for hangings, and to drape over trim equip- 
ment, you have wonder windows. 









Sol Fabrics give you the choice of 36 
beautiful shades and colors, and the beauti- 
ful sheen of satin! 


Best of all the price is remarkably rea- 
sonable. Send for samples. 


Wily, $ M.HEXTER & CO. 
Sol rot: a 


SATINE New York Address 


REG. US. PAT. OFF, 1140 Broadw ay 
BRIGHT AS THE SUN 


WEARS FOR EVER 








Wax Figures 


by an Originator 
Gustau Schmidt 










1201 E. 55th St. Chicago, Ill. 








Big Sales Greet Display i 


The FLORALAMP 


The light shining $ 
softly through the 
beautifulhand- 3 
painted glass andthe } 
pleasing rays sifting 
up through the 
attractive arti- 
ficial flowers 
quickly win 3 
customers. -2 



















We make on order only 
Prices from $200 up 













We don’t sell figures through 
competitors 








Adds to the at- 3 
tractiveness of 
your own store 
display. 











Display Pieces a. 
Specialty 


Your needs given consideration 
Let us hear from you 


Gustav Schmidt & Sons 


Established 1886 


Creates atten- { 

tion through 

its novelty 
that leads to 


No. 101 bigger business. 
Height 16 in. 


Width 9 in. Write for illus- 
trated catalog and 
attractive prices. 





















Patent 
Pending 




















Factory and Salesroom 


125% BAXTER STREET, NEW YORK 
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Flood Your Entire 
Window With An 
Even Flood of Light 


— Either in Color or White Light 





Use the 


F ashion Floodlight 


Model 75 


Just as effective during the 
day as at night. 


Used by prominent depart- 
ment stores, shoe stores, chain 


stores, in fact every kind of re-_ 


tail store. 


Sells complete with color unit, 
including five colors, wire, etc. 


$] 3.50 


Without color unit, for white 
lighting only— 


$] ().50 


A Product of 


119 LAFAYETTE ST 
NEW YORK 





Selling Talk in Good Displays 


Use of manufacturer’s story proves effective 
in case of Hoover firm 


Window displays, like advertising in good newspapers, 
can produce sales or be wasted efforts. In his windows, 
the merchant can show merchandise in natural surround- 
ings, he can employ color and distance. Displays can be 
made to supplement the words and gestures of the sales- 
man on printed advertisements. These are peculiar ad- 
vantages which render windows superior to some other 
forms of sales promotion. Displays should therefore be 
made to correctly portray the performance or use of the 
article and when this is done they possess the power to 
materially increase sales. 

If a display has the added advantage of tying-in with 
some broader form of promotion, it becomes all the more 
valuable to the merchant. Some of the national advertis- 
ing campaigns can be made of great benefit to dealers 
through well-planned and carefully executed displays be- 
cause a good window will localize the magazine adver- 
tising. This is especially so when the manufacturer is 
a consistent user of space throughout the year because 
the message of such a manufacturer is before the public 
at all times. 

To benefit from the magazine advertising, however, it 
becomes necessary for the dealer to employ the same story 
that the manufacturer tells in his advértising. The selling 
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Utilizing the Hoover Slogan in Displays 


points that are brought out in the advertising should be 
used in the displays, as well as by the salesman. Then, 
by constant repetition, the story and the product become 
associated with each other in the prospective purchaser’s 
mind. Some manufacturers recognize the handicaps which 
the displayman has in showing merchandise to best advan- 
tage and therefore, provide help in the difficulty. The 
Hoover Company, the world’s oldest and largest manu- 
facturer of electric cleaners, is one such manufacturer. 

A well defined idea is back of all it’s sales promotion 
efforts. In all it’s advertising, this company makes defi- 
nite statements about Hoover performance which cause the 


‘reader to classify it apart from other electric cleaners. 


These statements, emphasized through the whole process 
of salesmaking, implant and affirm in the reader’s mind, 
certain ideas of exclusive Hoover performance. They es- 
tablish a line of distinction among electric cleaners which 
is as pronounced as that preached by Packard for auto- 
mobiles. The key-note is the Hoover slogan, “It BEATS, 
as it Sweeps, as it Cleans,” and it tells the story of the ex- 
clusive Hoover performance. The emphasis on BEATS 
drives home to the housewife the fact that without BEAT- 
ING a rug cannot be thoroughly cleaned. This story, told 
often and told well, makes it safe to say that these three 
words alone, “Beats, Sweeps, Cleans,” would be recognized 
by almost every American housewife as applying to the 
Hoover. 
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This story of performance, told in al! the Hoover Com- 
pany’s literature, appears in the magazine advertising, on 
posters, on display backs, on various cut-out figures, on 
window and street car cards, on streamers and signs for 
special sales campaigns, on the bronzine signs for counter 
use, etc. With the wealth of display material available, 
it is not surprising that the Hoover is featured at all times 
of the year in even the most window-crowded stores. 

With the intent to encourage displaymen generally to 
employ Attention value, Use appeal, Simplicity, Neatness, 
Completeness and Effectiveness in their window work, 
The Hoover Company offers cash awards to the thirty- 
eight windows which are judged the best displays during 
Hoover Week, the second week of December in each 
year. The annual competition has produced some won- 
derful windows during past years and has proved a bene- 
fit, not only to Hoover sales but by stimulating the study 
and preparation of other displays as well. 

One result has been that displaymen now study the 
current month’s Hoover advertising in magazines. The 
preparation of windows which reproduce the setting of 
the Hoover in the advertising, has thereby become a prac- 
tice in many cities. Whenever tried, it has had the effect 
of localizing Hoover’s national advertising for the mer- 
chant. The adoption of this practice and the incorporation 
of the manufacturer’s selling talk in window displays, will, 
without doubt, be equally effective on other nationally 
known articles of merit. 





Card Used to Acknowledge Loans 


Clever plan followed in smaller cities may 
prove effective for larger ones 


Displaymen, particularly in the smaller cities, where the 
allowances for fixtures and extra requirements for special 
occasions are limited, will be interested in a very neat card 
executed by Elmer B. Rowe, designer, of Bangor, Maine, 
for the Miller & Webster Clothing Co., of that city. Where 
it is necessary to borrow fixtures or furniture from other 








We thank you sincerely for your courtesy in 
loaning to us from your stock; materially 


helping in the betterment of our display: 


MILLER & WEBSTER 





Card of Thanks, Designed by Elmer B. Rowe 


stores, in addition to the credit that might be given the 
lender in the display, there should be some showing of 
appreciation from the recipient. 

Mr. Rowe decorates the windows for the Miller & 
Webster firm, and hit upon the card as an expression of 
appreciation. It has made quite a hit. The monogram 
which was used could be replaced by any design the store 
might wish to use. ; 








QAPYRUS 
SILKREPE 


Reg. U. S. Pat. Off. 


A CREPE PAPER OF SUPERIOR 
QUALITY AND ESPECIALLY 
ADAPTABLE FOR WINDOW 
DISPLAY DECORATION 


Write for Prices and Samples 


MADE BY 


The Papyrus Company 


100 MARKET ST. 
KENILWORTH, N. J. 























Ot alu eZ _ 


MEANS SUCCESS AT ONCE 


It requires but eight weeks for a thorough, prac- 
tical course of instruction and training in 


Window Display, Card Writing 
and Retail Advertising 


at The Koester School—the foremost school of its 
kind in the world. You can capitalize your knowl- 
edge and ability at once. Such a course of training 
brings you immediate success, and like compound 
interest, it continues to bring you greater returns 
throughout your entire business career. 


SEND FOR LITERATURE 
THE KOESTER SCHOOL 
314 S. FRANKLIN ST., CHICAGO 
ee 
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Revolving Rack for 
Ready-to-Wear Garments 


Height—68 Inches 
Ring—30 Inches Diameter 
Standard — 1% Inch 















Dia. Tubing. 
Base — Heavy Cast 
Iron. 
eZ SSB Sign Holder — 7xll 
SS Inches. 


This garment tree is constructed 
of the best material obtainable, and 
will withstand extraordinary wear 
and tear. Neat appearing in de- 
sign and faultless in construction. 
All bearings machine worked, mak- 
ing action perfectly smooth. Ring 
is made of one-half inch tubing, 
thirty inches in diameter, and re- 
volves easily and noiselessly. 


Special Price—Dull black, each, 
$15.30; Statuary—Bronze Pol- 
ished, each, $16.20. 


Write for our Catalog 
No. 23. Illustrating com- 
plete line of sign holders 
and display fixtures. 


The Reflector-Hardware Specialty Mfg. Co. 


2239 So. Western Ave. 
CHICAGO, ILL. 




















Shirt Stand 
No. 1703-S 


Shoe Stand 
No. 1782-S 


Fixtures for the Merchant Who 
is Thrifty 

We make only wood display fixtures. 

Before buying any more fixtures we sug- 

gest that you get our catalog and compare 


styles and prices. We know we can save 
you money. 


Artistic Wood Turning Works 


Successors to Polay Fixture Service 


529 N. Halsted Street Chicago, II. 


~~wwet4 





Display Windows in Barricade 


Department store erecting new building utilizes 
space in fence for unique advertising 


The Neusteter Company, in erecting its new building in 
Denver, Colo., decided to make the most of the barricade 
around the construction work, and has utilized part of the 
wooden fence for the installation of display windows. The 
windows are three feet deep, six feet high and four feet 
wide. There are two of them in the fence. The object of 
installation was purely for advertising purposes. There was 
no intention of utilizing them to induce actual sales, yet the 
results show that the displays have resulted in actual sales 
in the present store. 

As a rule, every new building that goes up simply has an 





Display Windows in Barricade 


unsightly fence around it. Neusteter’s, in planning the win- 
dow display features in the fence, did not believe that it 
would attract a great amount of attention, but wanted to make 
the barricade more attractive. The management was agreeably 
surprised when it was observed how many people stopped 
to look at the windows, which are quite unusual. 


Frank Sinclair, display manager for Neusteter’s, installs 
displays in the small windows at the same time he installs his 
regular displays in the old store windows. The illustration, 
showing the windows at night, indicates how the illumination 
in what otherwise might be a darkened, uninviting barricade, 
is bound to attract the eye. 





TRAXLER’S ARE MOVING INTO NEW STORE 


Traxler’s, Dayton, O., one of the leading department 
stores of the Buckeye State, will open their magnificent 
new establishment within a few days. Traxler’s have been 
conspicuously successful. in the Gem City, particularly 
since the revival of business in that city following the great 
flood eleven years ago. 


Removal to newer and larger quarters became necessary 
a few years ago, but the management found it impossible 
to meet the requirements except by construction of a new 
building, which was accordingly done. The new Traxler 
store stands on Main Street, corner of Fourth, in the very 
heart of the shopping district. The display fixtures con- 
stitute one of the principal attractions, all being solid wal- 
nut, Daytonian design, made by the Onli-wa Fixture Co., 
of that city. 





STORE HOLDS FIRST RADIO SHOW 


The Boston Store, Milwaukee, recently held its first 
radio show, and it was a distinct success. More than 


10,000 square feet of floor space were devoted to the dis- 
play of radio sets and equipment. J. C. Nugent, manager 
of the radio department, and Gerald Pietzman, electrical 
engineer and assistant manager, were in charge of the 
show. ‘ 
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England Plans Great Displays 


(Continued from page 28) 





is most noticeable. This is no doubt due to the several 
new display service companies established here. So 
far, there are less than a half dozen of these organiza- 
tions established in London, and it looks as if similar 
conditions confront them as experienced in the United 
States, with regard to price-cutting. I have even heard 
of contracts having been placed here for as low as $2 
a window. 

The crepe paper artist is also very much in evidence 
these days. One old-time, conservative firm of dyers 
and cleaners, with branches all over London, recently 
started to wake up, and has employed a displayman 
who is unusually clever at manipulating crepe paper, 
mostly in radiated designs. 

So far, the white sales have not produced anything 
in the way of display that is intended to distinctively 
mark the white sale. Orderly and semi-stocky trims 
of all classes of white goods characterize the displays 
of the leading firms who advertise such sales. 

An interesting meeting of the London members of 
the British Association of Display Men was held at 
the National Cash Register Company’s lecture hall, 
Tottenham Court Road, London, W 1, on February 
14th. At this gathering lantern slides of the prize- 
winning displays of the 1923 annual B. A. D. M. con- 
test were shown. E. Willson, the president, then in- 
vited the. trophy holders to give short talks on their 
individual displays, and-this was followed by criticisms. 

Tremendous crowds are expected during the Brit- 
ish Empire Exhibition, scheduled to open in April. 


Shipping companies all report heavy bookings, and 


100,000 is a rough estimate of the number of visitors 
from Australia alone. The displays are to be remark- 
able, and construction work is nearing completion on 
all the larger buildings on the Wembly exposition 
grounds. 





NEW HEADQUARTERS FOR TEN STORES 


Construction work has been started on a two-million 
dollar building, 20 stories high, on 38th Street, east of 
Broadway, New York City, to house the headquarters of 
the National Department Stores, including the buying, 
executive and other offices. The structure is being built 
by R. Sadowsky, Inc., and the stores whose New York 
offices will be located in the new building are: The Rosen- 
baum Co., Pittsburgh; Bailey Co., Cleveland; Frank & 
Seder, Pittsburgh; Detrott and Philadelphia; B. Nugent 
& Brothers Dry Goods Co., St. Louis; Lewis & Neiman, 
Pittsburgh; George E. Steifel, and George R. Taylor, 
Wheeling, W. Va., and the Fink Co., Philadelphia. 





NEW ARCADE FRONT IN DENVER STORE 


The Menter Company recently moved into its new Den- 
ver store at 1629 Welton Street. This store is a one-story 
Structure, but had one of the most impressive fronts in 
Denver, with a maximum space for display windows. 
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Means Results at Once! 


The ONLY Institute of Its Kind 
in the East. 


PRACTICAL INDIVIDUAL 
INSTRUCTION 


All Branches by Acknowledged Experts 


WINDOW DRESSING 


Many Positions are Available for Experienced 
Men Who Are Trained to Do this Work. 


Day or Evenings—Start Now 


CENTRAL INSTITUTE 
OF WINDOW DRESSING 


256 West 34th St. New York City 
AT PENN. STATION 


Telephone, Chickering 5595 





SHOW CARD WRITING—POSTER ART 


Complete 5 Months’ Course—Practical Indi- 
vidual Shop Instruction by Experts 
Day or Evening, $50 


PENNSY SIGN CO. 


256 West 34th Street New York City 
At Penn. Station 









































No. 5.61—Bouquet of No. 5.78 
Assorted Flowers - ~ Narcissus Plant 


HOW TO ADVERTISE— 


While the earth is covered with snow 
and ice, our Everlasting Narcissus, Tulips, 
Roses, Plants, Trees, etc., are always in full 
bloom. 


Write today for our 
SPRING CATALOGUE NO. 5 with illustrations 
in colors of Artificial Flowers, Plants, Vines, etc. 
MAILED FREE FOR THE ASKING. 


Frank Netschert, Inc. 
61 Barclay Street New York, N. Y. 
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National Display Campaigns and Contests 











NINDOW display contests, being conducted by manu- 
Pl facturers of nationally advertised products, con- 
tinue to hold the center of attraction in the displays 
of widely known goods. Many contests have been 
concluded in the past several months, and many new ones 
for 1924 announced. 

The Rubberset Company, of Newark, N. J., is conducting 
a spirited contest, which will close April 1, for displays of 
Albright tooth brushes, a new product which is being given a 
strong advertising campaign. Fifteen hundred dollars in cash 
prizes are announced, the awards being divided into three divi- 
sions as follows: First, stores doing a yearly business up to 
$25,000; second, stores doing a yearly business from $25,000 to 
$75,000; third, stores doing a yearly business over $75,000. 
For each photograph (not snapshot) the company receives, it 
will pay $1.50. Prizes in each division are: For the best win- 
dows, $200; for the second best, $100; third best, $50; fourth 
best, $25; five next best, $10 each; fifteen next best, $5 each. 

Display material to aid in the Albright tooth brush displays 
is furnished free by the Rubberset Company. 

A new drug store window display contest conducted by 
Hearst’s International Magazine closed March 1, and the prize 
awards will probably be announced in the near future. The 
contest was held to stimulate hook-up with the advertising 
of nationally known products used in the magazine. The 
druggist was sent a folder containing reprints of full page 
advertisements ‘from the February issue of Hearst’s Interna- 
tional Magazine. The only requirement was that displays 
must be made of the products advertised, together with as 
many copies of the February issue of the magazine as possible. 

The contest was divided into three classifications. First, 
for windows up to seven feet wide; second, for windows 
seven to fourteen feet wide; third, for windows fourteen feet 
wide or more. Prizes in each class are: First, $100; second, 
$50; third, $25; fourth, $10; fifth, $10; sixth, $10. Three 
dollars is paid for each photograph, whether it won a prize 
or not. 





A. P. W. Paper Company Doubles Hearst Awards 


The A. P. W. Paper Company, Albany, N: Y., linked up 
with the Hearst International Magazine contest, by doubling 





First Prize, Oshkosh Overall Co. Contest, Won by 
A. G. McMillan, Bach Clothing Co., Fremont, O. 


the first prize of $100 in each class, the second of $50 and the 
third of $25. In order to win the extra money, the winners 
of the prizes were required to include in their window displays 
the A. P. W. display materials, together with a display of 
one or more of the A. P. W. products. The Albany manu- 
facturers issued some artistic window display material simul- 
taneously with the opening of the contest in January. 


Furniture Company Conducts Monthly Contests 


The Imperial Furniture Company, of Grand Rapids, Mich., 
manufacturers of tables exclusively, is conducting a contest 
each month for prize winning window displays of its products. 
The purpose of the competition is to arouse desire among the 
furniture dealers for more attractive furniture displays, and 
also to give the dealers an opportunity to cash in on the 
demand for Imperial tables. 


According to reports from the company, the entry of win- 
dows in the contests results in the installation of attractive 
displays by the dealers, and by using the newspaper service 
of the company, which is furnished gratis, the turnover in the 
product is increased many fold. The illustration accompany- 
ing this article shows the first prize winning display in one 
of the recent Imperial contests. This was won by W. W. 
Kercher, display manager for Curtiss’ Furniture Store, Elk- 
hart, Ind., and represents a suite of rooms, on each side of 
the arcade entrance to the store. In the last monthly contest, 





First Prize Winning Display, Imperial Furniture Co., Contest, Won by W. W. Kercher, Display Manager, 
O. G. Curtis & Son, Elkhart, Ind. 
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Ray Reid, display manager of Stoehr & Fisher, Scranton, Pa., 
won the first award. 


Electric Cleaner Contest Recently Announced 


The P. A. Geier Company, manufacturers of Royal Elec- 
tric Cleaners, Cleveland, Ohio, recently announced a contest, 
which will close in May, offering a series of five prizes: 
$50, $35, $25, $15 and $10, for window displays of Royal 
Electric Cleaners, made during the week of April 28th, which 
has been designated as Royal Week by the merchants hand- 
ling this appliance. 

The committee of judges selected to award the prizes con- 
sists of J. M. Rodger, western manager of The McGraw-Hill 
Company, Chicago: Frank B. Rae, Jr., president of the Rae 
Advertising Co., Cleveland, and Clyde P. Steen, managing 
editor of The DISPLAY WORLD. 


Fountain Pen Contest is Concluded Recently 


The W. A. Sheaffer Pen Company, Ft. Madison, Iowa, has 
just announced the prize winners in its 1923 competition, 
which closed at the end of the year. The third window dis- 
play period of the year came to a close the last week of 
December. The winners of the three prize contest periods 
for 1923 were then summarized, and the grand awards an- 
nounced. The first prize of the third period contest, $100, 
was won by the Chas. S. Stifft Co., Little Rock, Ark., while 
the Neunner Corporation of Los Angeles, Calif., captured 
second prize, and James H. Matthews, of Pittsburgh, Pa., 
third. W. L. Jukes, advertising and display manager for the 





First Prize, H. W. Gossard Co. Contest, Won by 
Scruggs, Vandervoort & Barney, St. Louis 


Chas. S. Stifft Co., installed the display that won tne prize. 

The grand prizes of the 1923 contests were awarded to the 
contestants who secured the highest number of points as out- 
lined in the original announcement of the contest. The first 
grand prize went to the John P. Morton Company, Louisville, 
Ky., the second to the Chas. S. Stifft Co., Little Rock, Ark., 
and the third to the Greeley Drug Co., Greeley, Colo. 


Breakfast Windows Draw Monthly Contest Award 


The Co-operator and Merchandiser, the merchandising 
paper published by the national advertising department of the 
Indianapolis Star, Indianapolis, Ind., conducts a contest each 
month for window displays of nationally advertised products. 
The February contest, which carried four prizes of $10, $5, 
$3 and $2, was for breakfast windows, and was won by 
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|r he Display World Honor Roll of Display Specialists | 





._The DISPLAY WORLD, after a thorough investigation of the quality, service and business 
policies of the following Display Service organizations lists them here and recommends them 
to manufacturers, advertising agencies and merchants interested in distinctive display service. 





GEORGE A. SMITH 
1737 Broadway, New York City 
Specializing in window displays for National Advertisers and 
Dealers. Model displays planned, reproduced and set up in my 


model ‘windows. Make your “Window Display Dealer Helps” 
produce the results they should. 


DIS-PLAY-WELL WINDOW DECORATING 
SERVICE 


141 Fifth Avenue, New York 


Specializing New York City and 200 mile zone. Service endorsed 

by leading manufacturers—Lehn & Fink, New York; Boncilla 

oa Ind., Ind.; R. L. Watkins, Cleveland, O.; Health Food Prod., 

Newark, N. J.; Apollo Chocolates, Boston, Mass Others on 
application. 








MARTIN JENTER ARTCRAFTS 
185 S. Columbus and 101-109 Haven Ave., 
Mt. Vernon, N. Y. 


Artcraft Window Displays, Exhibits and Entire Expositions. 
Specialists in Hand-made Krummeck Processed Duplications of 
a very high grade type in quantities of 25 to 100 for routing 
all over the world. President—Martin Jenter 


SMITH-BOOTH WINDOW SERVICE 
124 W. 34th Street, New York 
VISUALIZED WINDOWS FOR NATIONAL AD- 
VERTISERS. Products of all kinds set-up in model 
windows and photographed by an expert staff. 
Backgrounds and trims designed and executed. 


THE NATIONAL DISPLAY CO. 
Manufacturers Exchange Bldg. 

100 Hopkins Place, Baltimore, Md. 
Complete Window Display Installation Service 
Baltimore, Md., Washington, D. C., Richmond, Va. 
Intensive Merchandising and Market Surveys 
Point of Purchase Advertising 














EASTERN WINDOW DISPLAY CO. 
E. A. Provencher 
537 Shawmut Ave., Boston, Mass. 
Complete Window Display Service in Greater Boston 
and vicinity for National Advertisers. Displays in- 
stalled and delivered. Locations secured. Reporting 
and checking up of displays installed by dealers. 


HOLDEN DISPLAY CO. 
447 Stockton St., San Francisco 
Local Display Service 
Choice window locations in best retail store for na- 
tional advertisers. Operating in San Francisco and 
Bay Counties. 
W. E. Bedbury, Manager 


DISPLAY SERVICE DISTRIBUTION SYSTEM 
12 E. 42nd St., New York City 


A National Window Display Service endorsed by lead- 
ing manufacturers specializing in distributing and in- 
stalling sales-producing window sales campaigns. 


Norbert Felix, Manager 


FISHER DISPLAY SERVICE 
40 N. Wells St., Chicago, Ill. 
1000 Locations Available 


For installing window displays of Nationally adver- 
tised products in Chicago and surrounding territory. 


HERMAN J. WIBEL, Inc. 
170 5th Ave., New York City 


Dealer Helps of every description—Lithographed and 
Printed Cutouts and Cards. Photogelatine Prints and 
Photographs in quantities. 


Glass and Electric Signs. 
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SNAPPY 
WINDOW DISPLAYS! 


New and Unusual Novelty Effects 


Large and varied assortment 


SPOT-LIGHTS, FLOOD-LIGHTS, 
COLOR ATTACHMENTS, etc, etc. 


Very latest idea, 
JUNIOR A SPOTLIGHT 


$8.00 each 


SEND FOR DETAILS 


New Designs in 
SPRING BACKGROUND 
PAPERS and FLOWERS 


Have your name placed on our 
mailing list. 


Doty & Scrimgeour Sales Co., Inc. 


“BETTER WINDOW DISPLAYS.” 
30 READE STREET NEW YORK 


RPP 











We Are At Your Service 


Wood or Metal Fixtures 
Promptly Delivered 





Northern Fixture Co., Inc. 


25 Main St., S. E. Minneapolis, Minn. | 




















Beckerich Bros., 2201 College Ave., Indianapolis, with a dis- 
play of Maxwell House Coffee, Quick Quaker Oats and 
Sealdsweet Oranges and Grapefruit. The Liberty Market 
350 East Washington Street, won second prize, and R. W. 
Greer, corner 28th and Meridian Street, won third award. 
The contest for March is for druggists’ displays. 


Overall Contest Draws Great Amount of Interest 


A contest which drew an unusual amount of interest was 
that recently concluded by the Oshkosh Overall Company, 
Oshkosh, Wis. The display of Bach’s men’s wear store, 
Fremont, Ohio, installed by A. G. McMillan, display manager, 
won first prize because of its compelling story. An elephant, 
hitched to a pair of Oshkosh overalls, was showing plainly to 
the window shopper the fact that this particular brand of 
overalls could not be torn apart, even by the gigantic strength 
of an elephant. Se@ond award went to the T. E. Ahern Co., 
Fon du Lac, Wis., third to A. H. Voortman & Co., Beatrice, 
Neb., and fourth to The Hub Store, Bellaire, Ohio. 

The results attained by the overall contest prove conclu- 
sively that this is a product which lends itself to story win- 
dows, as the accompanying photograph of the winning display 
shows. The dramatization of a story, in this manner, not only 
creates interest but will in the end noticeably increase sales. 


Corset Company Holds Contest Each Month 


The H. W. Gossard Company, Chicago, conducts a contest 
each month, offering an award of $10 for the best displays of 
Gossard corsets submitted that month. The most recent con- 
test of this character resulted in giving the award to the 
Scruggs-Vandervoort-Barney Dry Goods Co., of St. Louis. 
The well balanced effect the three correctly placed forms 
gave, and the even display of lingerie, with the dignified 
panels in the background, impress the onlooker in a most 
positive, pleasing fashion. 


Renfrew Devonshire Cloth Contest 


F. U. Stearns & Co., selling agents for Renfrew Devon- 
shire Cloth, 9 Thomas Street, New York City, have an- 
nounced a window display contest to close May 31 for the 
best display of this product. Cash prizes include five of 
$100 each, five of $50 each, five of $25 each, five of $15 each, 
and five of $10 each. One prize is awarded in each zone, 
the country having been divided into districts for the com- 
petition. 

Richmond Hosiery Mills Contest 

The Richmond Hosiery Mills, Inc., Chattanooga, Tenn., 
manufacturers of Arrow Head hosiery, have announced a 
contest, description of which will be found in a full-page 
advertisement in this issue of The DISPLAY WORLD. 
This contest will continue throughout the year, and prom- 
ises to create unlimited interest. 


Glove Industrits Offer Good Prizes 


The Glove Industries Advertising Committee, 65 Fifth 
Avenue, New York City, is conducting a contest for pre- 
Easter window displays of gloves, running from April 6 
to 20, and the campaign is being backed by all the principal 
glove maufacturers of the country. The first prize is $200; 
second, $100; third, $50; five prizes of $10 each and twenty 
prizes of $5 each. 





TRUTH WEEK OBSERVED IN WINDOW DISPLAYS 


The observance of “Truth Week” by the merchants of 
Providence, R. I., during the week of February 18, was a 
successful event, sponsored by the Better Business Bureau 
of that city. High-class fabrics of all kinds played an im- 
portant part in the window displays. All stores emphasized 
the necessity of truth in advertising by compelling window 
displays. 
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Links Up Window With Publicity 


_Displayman employs his artistic ability in 
conjunction with store’s advertising 


An effective window display, reproduced herewith, in- 
troduced “Ronette” dresses to the women of Dayton, Ohio, 
and was prepared by Benjamin Groban, display manager 
of the the Fashion Store, at Dayton. The newspaper ad- 
vertising, linking up with the window, was prepared by 
R. J. Hoskinson, advertising manager of the store. 

The newspaper advertisement, in attractive display, car- 
ried this announcement, in addition to reproductions of the 
dresses: “See the specially arranged display in our win- 





Display by B. Groban, The Fashion, Dayton 


dows today and tomorrow. One of each style will be 
shown. - While dresses of black and white are emphasized, 
some of these styles also come in combinations of brown 
and cocoa and black and French blue. 

The immediate attention of passersby was attracted to 
Mr. Groban’s display by the life-size figure of a beautiful 
girl, done in. oil colors on pure white silk. The figure was 
shown wearing one of the Ronette creations for January. 
Black velvet, edged with silver braid, hung on either side 
of the painting. The grey panel above the painting was 
lettered in gold, an exact replica of the label to be found 
in each Ronette creation. 

The entire color scheme was carried out in black and 
white. One of each of the six styles for January was dis- 
played, most of the dresses being black, trimmed with 
white. The display was one of the most attractive in 
Dayton for some time. 





ROOFING SALES HELPED BY DISPLAY 


During a recent building and repair boom in a, small 
eastern city a leading hardware dealer installed a window 
display of roofing shingles. A sloping roof of rough 
boards was constructed, filling the entire window space, 
and on this were laid, in equal sections, the three different 
kinds of roofing shingles he handled. It gave the prospec- 
tive buyer an accurate idea of how each style of shingle 
would look when laid. It boosted roofing sales materially. 





SHOES IN A HARDWARE STORE 


An innovation is announced from Cohoes, N..Y., where 
Harry H. Glass, who conducts a hardware store, has added 
a shoe department to handle men’s and boys’ footwear. It 
will be one of the few combination hardware and shoe 
stores in the country. ; 
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Color Lighting at Low Cost 














SUN-RAY | | 
COMBINATION SPOT & FLOOD LIGHT | 


ALL 'METAL—NON-BREAKABLE 
COMPLETE AS SHOWN WITH 3 COLORED 
GELATINES, READY TO ATTACH 


$8.00 


Literature, Complete Catalog and Sample Colored 
Gelatines Mailed on Request 


FREDERICK A. BOHLING 
502 WEST 44TH ST. NEW YORK CITY 
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SPRING 


NEW SHIPMENT OF 3 
EASTER PANEL DESIGNS , 


Hand made and machine made, with floorings 
to match, 20x24. Book of samples sent on 
special loan. 


MURDISON DISPLAY SERVICE 


NEW LOCATION 
1095 GENESEE STREET, BUFFALO, N. Y. 



















































SPECIAL TO OR- VALANCES 
DER VALANCES. SIDE DRAPES 


DRAPED AND DRAW CURTAINS 
eee, VALANCE & DRAPERY CO. *\0°8 wats 
ontmar 2ee Dane Ae... NW ee ceuen 
OUT OBLIGATION, Cleveland, Ohio DRAPERIES. 
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Sales Promoters 


BRIGHTER WINDOWS 
VELOUR TRIMMED 


Hydol Plush 


Rich-Gay and Lustrous Colors 
in 24, 36 and 50 Inch Widths 


: Samples Gladly Furnished on Request. 


“We also Carry a Full Line of Colors in 
a Very Fine Cotton Velour” 


The Hydol Plush Company 


Established 1889 
36 East 21st St. New York, N. Y. 
Yours For Service “HYDOL” 




















Sun and Water 

proofed valances 

with gold border 
Price 90c ft. 


Tailored 
Valances 
$1.50 ft. 


and up. 








Estimates Given Without Obligation. 


CAMDEN ARTCRAFT CO. 


160 NORTH WELLS ST., CHICAGO 








LIGNINE (Wood) CARVINGS 


UNBREAKABLE 


Cheapest and Best Trim Made. 

WILL LAST FOR YEARS 

Will help Create—Beautiful 
Backgrounds, Panels, Screens, 
etc. 

Period designs, Heads, Scrolls, 
Wreaths, Rosettes, Shields, Fes- 
toons, etc. 

New No. 9 Catalog and 
Samples. FREE. 


Ornamental Products Co. 
West Lafayette, 
Detroit, Mich., U. S. A. 














Lumber Dealers Using Displays 


Articles seemingly without display value are made 
attractive in firm’s spacious windows 


By EDWARD WEITZ 
Secretary, Century Lumber Co., Des Moines, Ia. 


Lumber dealers are beginning to find that their win- 
dows afford display space of unlimited advertising value. 
It did not take us long to find that our display windows 
were among our most valuable assets in reaching the pub- 
lic. Our general offices, located in a building at 713-715 
Mulberry Street, Des Moines, afford ample display space, 
and we have provided artistic backgrounds with standard 
draping material. 

We try to make our displays as varied, interesting and 
as attractive as possible to the eye. We find the public 
much more interested in the finished product than they are 





Cement Blocks Make Display, Century Lumber Co. 


in the items we carry that go to make up a home and its 
surroundings. Accordingly, we try to originate displays 
that are in keeping with that idea. 

One illustration sh6wn herewith proves that even such 
homely items as concrete bricks and blocks, together with 
a coal chute and milk bottle and package receiver, can be 
arranged into a very attractive display. This made hun- 
dreds of passersby stop. At one time we had a very large 





Reproducing Sign Board, Century Lumber Co. 


billboard (105x25) erected at the highest point on the out- 
skirts of the city. We had a miniature of this board made. 
It was then very easy, through the use af two tiny house 
models and a model truck, to effect the rural scene, similar 
to the vicinity of the large board. As can be imagined by 
the illustration, the display attracted attention because 
many drew the comparison with the large board. 

We recently had a display to firmly impress our tele- 
phone number on the minds of the public, erecting a large 
sign in the center of the window, surrounded by a-rural 
setting, in miniature, with a tree made entirely of telephone 
wires. Different articles of telephone equipment, such as 
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cables, etc., were on display, and most of the paraphernalia 
we were able to secure through the local telephone com- 
pany. 

At another time we had a display which is a far cry 
from the lumber business. It was arranged at the time 
when the Grand Army of the Republic was holding its 
national convention in the city, and displayed a valuable 
collection of relics of the Civil, Spanish-American and 
World Wars. This window drew perhaps more attention 
than any ever made up., The advertising benefit from the 
diplay was no doubt considerable, as passersby uncon- 
sciously remembered the name of the firm and the location 
where such an interesting collection could be seen. 

Yes—lumber displays pay. 





Artistic Easter Foodstuff Display 


Distinct appeal is carried by production of 
Something unusual in eastern city 


With the Easter season less than a month away, and 
the fact that it arrives at a much later date than usual this 
year, it is coincident with the spring atmosphere, and 
window displays, to carry the proper appeal, should be so 
constructed. This, in brief, explains the attractive window 
display shown herewith, as installed by David A. Morey, 
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Easter Display by D. A. Morey 


the expert display manager of the S. S. Pierce Co., Boston, 
Mass. 

Last month Mr. Morey gave readers of The DISPLAY 
WORLD an interesting idea for a Lenten display. The 
present offering even exceeds his efforts in the previous 
display. The background suggests the spring season, the 
statuette and decoratives combining to give the Easter 
effect, with the ever-necessary rabbits. 

When all is said and done, it is almost unbelievable that 
this is a grocery window. Yet this is one of Mr. Morey’s 
artistic and high-class window displays of food products. 
Such displays can not help but show results at the cash 
register inside the store. 





SERVICE MAN TRAVELS IN AUTOMOBILE 


A crew of service men, each equipped with an automo- 
bile, painted yellow and loaded with a fine assortment of 
window displays and store signs, has been sent on the road 
by Armour & Company, of Chicago. The dealers’ service 
bureau is giving a special display service, and the display- 
men have all been carefully trained. Most of theni are 
wizards in the use of crepe paper. This service is providing 
window displays in hundreds of stores that never before 
used displays, other than cartons or actual merchandise. 





For The Spring Opening 
Use the 
Timberlake Colored Light Screen 


Slip these Timberlake Colored Light Screens over the reflectors in 
your windows and flood your windows with colored light. They will 
fit almost any shape reflector up to 10” in dia. Instantly put on or 
taken off. 

A Necessary part of the Display Man’s Equipment 

Take 10”x10” gelatin sheets which we can supply you with in Red, 
Amber, Green and Blue colors. 

Screens only, without gelatins, $7.20 per Dozen. 

Special price for 3 dozen $18.00. 

Gelatin Sheets $1.00 per Dozen. 

Prices F. O. B. Jackson, Mich. 2% 10 days. 


J. B. TIMBERLAKE & SONS 
JACKSON, MICH. 















Santa Claus Snow 


| will give to your holi- 
|| day windows the true 
| spirit of Christmas. 








You will find Santa 
f} Claus Snow adds wonder- 
fj} fully to any holiday deco- 
{ ration. It is made up of 
a multitude of crystal 
clear flakes that glisten 
j and sparkle brilliantly un- 
} der any kind of light. 












Use Santa Claus Snow 
on all of your decorations 
and show cards. It costs 
little and produces a great 
effect. 










You will also find Santa Claus Snow an easy and profitable 
seller in your toy department. Order from your jobber. 


U.S. MICA MFG. CO., acta 








| Neville’s School of Applied Arts 


Courses in 
| Window Trimming and Show Card Writing. 


510-11-12 Dekum Bldg, Third and Washington Sts. 
| PORTLAND, OREGON 





























THE KINNEAR ARTCRAFTS 


Window Settings and Novelties, 
Art Panels, Scrolls, Backgrounds 


Correspondence solicited. 
19 EAST 15th STREET NEW YORK 
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Pow to Make Effective Show Cards 


Use of lettering pens in conjunction with the brush is explained 
—Secret of collecting color on the pen divulged 


By B. A. RAINWATER 
Master Show Card Writer, St. Louis, Mo. 


oe iT hasn’t been so very long ago that it was gen- 
Cy } erally known that opaque show card paint 
2) could be used as successfully with pens as it 
could with brushes. Now that we have every conceiv- 
able pen point within easy reach, as the advertisements 
in The DISPLAY WORLD show, many students 
should rapidly become efficient letterers. Because many 
people think it easier to use a pen, so it is with many 
card artists, but there are many brush artists, too, who 
can’t use the pen so well, and I have found upon ques- 
tioning the brush habituate that he really had not tried 
very hard to use lettering pens, and his difficulty was 
soon straightened out. I will say, in addition, that any 
lettering pen of a standard make is absolutely very 
practical. 

Let the condition exist as it may, from my personal 
choice I use pens for lettering from the hair line up to 
the quarter-inch stroke, but it will be found from the 
quarter-inch size and larger that brushes are more prac- 
tical. Stress has been laid on spacing, composition and 
letter formation in my past articles in The DISPLAY 
WORLD, and that lettering alone does not make a 
show card. The card writer must learn to arrange his 











% Dip pen in color with retainer downward 
this deposits more color on back. of pen leavi 
underside of point,cleaner, giving adva 
for sharper lettering. 


Mr. Rainwater’s Suggestion for Inking the Pen 


type and place his words to make the strongest appeal, 
like all advertising material, whatever it may be. The 
punch of attraction must exist in the style of type ar- 
rangement to fit the subject and size of the card. Light, 
airy type effects are suitable at the beginning of seasons, 
as opening cards, and, naturally, heavier card effects 
are used for sales. 

Picking up thick color on the pen is very important. 
Too much color makes a clumsy stroke. Just enough 
makes a sharp one. Don’t overload the pen. I use this 
individual system, and any card writer might be bene- 
fited by it. Ordinarily, a small amount of color is 
needed to letter a hundred price tickets. Why dip a pen 
in a pint of color when a pint, properly mixed for pen 
work, can not be as easily handled as a tablespoonful? 
A shallow bowl, like a spoon, enables the writer to keep 
a small quantity of color correctly mixed for pen work, 


as the ink retainers are on the back of most pens. Cut 
No. 3 shows the secret of collecting more paint on the 
back of the pen than the under side, which is left cleaner 














Mr. Rainwater’s Plan for Edging the Show Card 


and will make a sharper stroke. As the stroke pressure 
is put on the pen in its natural position the color flows 
through to the point from the back of the pen. The 





pen should always be kept clean, especially the under 


side of the point. 

The saving of time is the success of many ventures, 
and here is another secret The DISPLAY WORLD 
gives you in short cuts. Many occasions arise when a 
bordered edge is desired on a small price ticket, which 
has proven to be hard job to many in the execution. 
Cut No. 4 shows the quickest and simplest method of 
running the job of, say, a hundred or more tickets, with 
a colored bordered edge, by holding a small or large 
card, on edge, upon another clean strip of cardboard 
lying flat on the desk, then with a color run the brush, 
as shown, along in the angle of the upright and flat 
card. This will give a very straight-lined, bordered 
edge on the upright card, and it isn’t even necessary to 
use the best lettering brush for this. Any one of the 
card writer’s old, worn, round-cornered brushes will 
prove to be 100 per cent efficient. In connection with 
this small price ticket subject, you can refer to the May, 
1923, issue of The DISPLAY WORLD, page 49, 
which gives the quickest method for artistic ornamenta- 
tion for small tickets. The stencil cut-out shown is 
made of thin untempered copper. 





NATIONAL ASSOCIATION SUGGESTS DISPLAYS 


The Associated Retail Confectioners of the United 
States issue a monthly sales service bulletin to members 
of the organization, from the Chicago headquarters, 1803 
City Hall Square Building. In this bulletin, each month. 
confectioners find suggestions for window displays, which 
can be simply constructed. 





ISSUE CLASSY TOY CATALOG TO TRADE 
The Gould Manufacturing Co., Oshkosh, Wis., has just 
issued a very elaborate catalogue of Toddler Toys, the line 
it features. The catalogue is printed in natural colors and 
much money was expended on the art features. 
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Color Gives ‘‘Kick”’ to 


SHOW CARDS 


Good, true shades—uniform and highly dependable 

—this is the kind you buy under the “Perfect 

Stroke” name. There’s no more reliable guarantee 
of ultimate satisfaction. 





For Spring and Easter Dis- 
play Work! It’s economical 
to use better-grade equip- 





Reg. U. S. Pat. Off. 





Dayton, O. 


We especially recommend Style No. 112 of 


ment through and through— sf 5 iy Fi : i ” 


DH. 
Pertact Stroke” Show Card Colors 


BRUSHES ano SUPPLIES as the best on the market at the price. 
‘ 2 They have a quality of brilliancy and 
Into every item is crowded the durability possible only in a composition 
twenty years’ experience of a prac- of high-grade colors; all light colors cover 
tical man, one who has converted with one stroke on black. Made in twelve 
his practical knowledge into a line shades: black, white, light blue, dark 
of sterling qualities. And thousands blue, orange, light green, dark green, 1 
of your fellow card writers back up low, light red, dark red, brown and a 
their confidence in his judgment ender. 
with all their orders. Soeki Dek 
Send for Catalog No. 10 2 oz. patent cap bottle, $0.20 $2.40 


4 pt. patent cap bottle, .50 6.00 


° Pint patent cap bottle, 90 10.80 
Bert L Daily Quart patent cap bottle, 1.75 21.00 
4 F. O. B. Dayton. 


126-130 E. Third St. Color Card Free. 

































HURKLOCK& 


UM FINISH 


4SHO CARD B 


23 DISTINCTIVE: MACNIFICENFCOLOR3 
SAMPLE CARD COLORS SHOULD BE IN 
EVERY STUDIO : SEND FOR YOURS: 
























































10. 
HURLOCK BROS.COMPANY.nc! SeMryet Stor mena 8 Yo 
. INC. Single Pens or Special, 7%”, binns 5" , %”", 1”, 50c ea. 

3436 ~38 MARKET STREET At your local etetionass gene ga idenioce, 
PHILADELPHIA THE BRIDGEPORT PEN COMPANY 


for all Styles of Lettering 


10 FEATURES OF COITS PENS 


. Designed especially for quick work 
. Ball-bearing pens are dipped—not ‘filled, like other 


pens 


1 
2. 
~ Made of sheet brass—cannot rust or corrode. 
4. Soldered solid with holder—preserves neatness. 
a 
6. 
7 
8 
9. 


Equipped with corrugated retainer which holds 
enough ink for complete line or letter. 


. Scientifically constructed and fixed permanently to 


correct lettering angle. 


. Furnished in four sizes for universal use. 
. Its round ball-bearing insures constant even flow 


of ink. 


. Writes a clear-cut, sharp line or letter, with no 


smudging or raggedness. 
Saves your time, ink and Wea 


BRIDGEPORT, CONN., U. S. A. 





To Make Your Own Show Cards 


Use Coit’s Ball Bearing Lettering Pens 
Use in Place of a Brush—Get Better Results 





Mail orders filled 
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Artistic Show Cards on Black Cardboard, by Frank Dodson, Petersburg, Kans. 


Black Card Board is Effective 


Use of this background affords opportunity 
for better effect in colors 
By FRANK DODSON 
Display Manager, Globe Shoe & Clothing Co., 


The use of black cardboard in creating show cards is 
very often effective. I have found it so by using this board 
exclusively in my windows, and I get a much better effect 
in my colors. As a matter of fact, I use much color on 
my cards, but am careful to keep each color in harmony. 

The letterings on the card should be white, giving a 
chance to use colors in the designs. A show card with 
some little design executed in bright colors will stop the 
passerby every time, thereby getting the card to answer its 
purpose effectively. 

A good idea, I think, is to change the design or shape 


of the card before lettering the same. By using the same 
shape at all times the cards will, in time, not create as much 
attention as they will if the cut-out, or shape, is changed 
from time to time. My aim is to create something different 
and out of the ordinary in design and color scheme. This 
makes your cards work for you. 

Each unit carries a show card describing the article on 
display. Each card is of.a different design, but the same 
size, thus keeping the window well balanced. I always use 
both brush and pen on my cards. The pen is a lot quicker 
and easily handled. I believe that most card writers will in 
time discard the brush for the pen. This is wrong, I main- 
tain, for it will not result in the best cards. The brush 
should always be used in connection with the pen to secure 
the most adequate result. 

The spring cards I am illustrating herewith are depictive 
of the work I have described, and will give life and color 
to any display that might otherwise be considered dead, 





MASTER-STROKE — 


WRITE RIGHT NOW for a copy of our Card Writers’ Bulletin. It contains 
more than 240 illustrations of Brushes, Stencils, Air-Brushes, etc.. It’s FREE. 
Get a copy of this new Bulletin and save money on your Brushes and Supplies. 


DICK BLICK CO. — BOX 437D — Galesburg, Ill. 
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athough artistic, by use of light colored cardboard. I'll 
always be a firm adherent of the use of black-background 
show cards. 





Show Card Big Factor in Selling 


Three methods of attraction explained by 
displayman in illustrating windows 


By EARL P. KLEPPINGER 
Display Manager, Low’s Clothng Store, La Porte, Ind. 


HE objective of the show card is salesmanship. This 

is the final criterion by which tey must be judged good 
or bad. The show card is to the window what the sales- 
man is to the interior of the store. Very often they are 
the center or focusing point of the display, and if properly 
worded and executed they catch the eye of the prospective 
customer. Then it is that he pauses to “window-shop.” 
The card continues its usefulness by whatever explanations, 
description or data necessary to bring the prospective cus- 
tomer into the store and to the salesman behind the counter. 
Thus a show card has two uses—attraction and explanation. 


There are three ways in which it may attract, namely, 
by wording, by art, and-by a combination of the two. 

A snappy, catchy wording of the outstanding phrase 
does much to stop the passerby. These words cannot be 
too abrupt; they should be peppy, striking, outstanding 
words, or word groupings, that carry a direct and forcible 
appeal. Illustrating this point, a winter clothing sale might 
open with these words: “Twenty Degrees Below Zero Pre- 
dicted. Buy Your Winter Clothing Needs at Our Feb- 
ruary Sale.” 

Above all, there is need for originality, variety, and the 
unusual. Too many show card writers are slaves to the 
stereotyped expressions which have long ago outlived their 
usefulness. A little observation proves that the great ma- 
jority of cards are worded with such worn-out phrases as 
“special,” “extra special,” “extraordinary,” “stupendous,” 
“new arrivals,” and “the latest.” Show cards need strik- 
ingly different and more effective phrasings and lay-outs. 
The man who keeps pace with the movement is the man 
who will obtain results for himself and business for his 
employer. 

The touches of art which are often found on cards pay 
no small part in attracting the passerby, and thus we come 
to our second point. Quite often this touch is given simply 
by cleverly contrasted colorings in the border, letters and 
letter outline or shadings. Again, you find the paneled 
card where the first letter of the opening word or phrase 
is enclosed in the scenic or scroll panel. This type is used 
more often in the cards emphasizing special selling points 
of the article displayed, or in short sales talks. Another 
kind of show card devotes a great deal of the card to sea- 
sonable scenes and settings, anything that particularly-re- 
lates to the merchandise displayed. For instance, a show 
card dealing with traveling goods is much more effective, 
and does very well if it depicts a Pullman train or sailing 
vessel. In this way we find art of great material assistance 
in accomplishing its allotted portion of silent sales work. 
Again, there are cards which are not only cleverly worded 
with snappy, catchy and unusual phrasings, but are artis- 
tically laid out, and neatly lettered. These cards, although 
rather hard to work out and design, are, when completed, 
well worth while, because of their unusual attractiveness 
and sales-productive drawing power. 

Another use of the show card, other than that if attract- 
ing the passerby, is an explanation and description of the 
merchandise displayed. The card which attracts through 
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4318-36 Carroll Avenue 


Oo 


RESULTS! 


HE value of a show card should be 

measured by the number of sales 

it helps create, not by the mere cost of 
producing it. 


You will find that Nat-Mat Cardboards, 
measured by results, are the most valu- 
able, and therefore the least costly to 
you. 


Try Nat-Mat in your show windows. 


If you have not already obtained the 
free Nat-Mat Sample Book, write for 
it today on your business letterhead. 


National Card, Mat & Board Co. 


Manufacturers 


Chicago, IIl. 

















A Practical Show Card 
Writer’s Outfit 


Here is an outfit that is complete in every 
detail. With this well-selected assortment 
of colors, brushes and pens, anybody can 
make real classy show cards in a short time. 


1 Book Modern Lettering. 

6 2-0z. bottles assorted Show Card Colors. 
1 doz. Lettering Pens (assorted sizes). 

2 Pen Holders. 

1 set of 5 Speedball Pens. 

1 Chunk Art Gum Eraser. 

2 Shading Pens (No. 2 and No. 4). 

2 1-oz. bottles Metallics (Gold and Silver). 
1 Box Thumb Tacks (100). . 

1 No. 4Genuine Red Sable Show Card Brush. 
1 ? 6 ? 9 9? ”? bed ” 

1 ”? 8 ”? ”? 9 ” ” ” 


1 %? 10 3? ” 9 


Price $4.75 


Packed in a handy corrugated box, ready 
for shipment. 


N. GLANTZ 
289 BOWERY, NEW YORK CITY 
SEND FOR CATALOG 


9 ” 
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Individual Display Cards 
Attractive Mat Board Frames 














Add an impression of Quality 
that commands Respect 
and Attention. 
Pocket Back—Changeable 
Panels. 
Send for new Frame Circular 


CHICAGO Yat Board COMPANY 


J64 - 670 West Washington Boulevard 
CHICAGO —a™—W 'TELINOIs 


























NEW 1924 
CATALOG 


BRISTLING WITH NEW AND 
MODERN SIGN AND SHOW 
CARD WRITERS’ SUPPLIES — 
AWAITS YOUR REQUEST. 


<——10<—0 


Address SUPPLY DEPT. 


DETROIT SCHOOL OF LETTERING 
514-516 Griswold St. Detroit, Mich. 


The Pioneer Line Twenty-four Years of Service 





























its artistic drawing power has, as a rule, very little lettered 
sales talk. The card with its strikingly different or catchy 
word grouping as a heading, can generally hold the atten- 
tion long enough so that a short sales talk or editorial can 
be wedged into the body of the card. This has an unusual 
sales punch, and quite often actual sales can readily be 
traced directly to it. If show cards are to be areal asset 
to the display, they must be worked out with the greatest 
care. There is no excuse for an untidy, spotted or smeared 
card, the thoughts of which are expressed with mis-spelled 
words. Unerased construction lines will all but spoil an 
otherwise almost perfect card. A card can be neat and 
tidy, as well as careless and unsightly; it is only a matter 
of the right habit. Show cards are the windows’ salesmen. 
When they are seriously and thoughtfully used, they are a 
real agency toward successful business. 


Artistic Show Cards Published 


Shoe company puts out unusual material 
to aid displays of product 


The advertising department of the Florsheim Shoe Com- 
pany, Chicago, has produced some exceptionally attractive 
window cards for shoe displays, that are finding much 
favor among shoe dealers and stores having shoe depart- 
ments handing this particular brand. 

It would almost require an expert to know that these 
cards are not the work of a card writer. Beveled-edge 
card stock is used, and a color scheme of green and gray, 
with jet black lettering, forms the main part of the card. 
Each one of the smaller size series contains a reproduction 
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Florsheim Shoe Company's Clever Show Cards 


at the top, similar to a poster cut-out, and in keeping with 
the printed slogans. 

Two other series are likewise attractive, and are pro- 
duced on straight-edge cards with blue backgrounds and 
a gold-outlined, light yellow panel center, containing a 
small, colorful illustration and the usual slogan. Another 


‘set contains attractive story illustrations on shadow grey 


backgrounds. According to A. R. Hansen, of the advertis- 
ing department of the Florsheim Company, the demand for 
the cards has almost exceeded the supply, and they may be 
pointed to as among the most attractive national advertis- 
ing products of the new year. 





EXHIBIT EXCLUSIVE GARMENTS IN SHOW 

McKeague Brothers, Galena, IIl., recently obtained the 
services of six Galena young ladies, who acted, as models 
in a style show produced by the store in a Galena theatre. 
The latest. spring modes were shown, and the affair was a 
huge success for a small city. 
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Pacific Coast Display Activities 


Horse show proves inspiration for a number 
of artistic and unusual windows 


By DAVE E. ANDERSON 
Special Correspondent, The DISPLAY WORLD 


6 dees display windows of Los Angeles stores during Feb- 
ruary have been most attractive and interesting, featur- 
ing February furniture sales during the forepart of the 
month and ultra fashions for spring during the latter days. 

The horse show, which opened February 25 at the Am- 
bassador, proved the inspiration for an excellent display 
in Hamberger’s large corner window at Hill and Eighth 
Streets. A white fence divided the grassy plot in the rear 
for spectators from the sawdust promenade of the horses 
and their riders. The background is a canvas drop painted 
to give the idea of a beautiful garden. In front of the drop 
are two mammoth gates standing ajar. Near the gates is 
a bench upon which is seated a wax figure dressed in fash- 
ionable costume suitable for the horse show. Three other 
beautifully gowned models with attractive parasols and ac- 
cessories constituted the spectators. In the foreground a 
model in riding togs is mounted upon a bay horse, while the 
groom stands at the head. At the other side of the window 
another fashionable riding costume is displayed. The 
realistic atmosphere is further emphasized by the young 
lad dressed in warm sweater and husky riding boots, with 
the inquisitive fox terrier at his heels. 

Three other windows on the Eighth Street side of Ham- 
berger’s feature “Surety Six” shoes for young men, in 
splendid unit arrangements, while three other windows on 
the Broadway side feature the same popular shoes for 
young women. The corner window on Broadway is still 
closed while new backgrounds and floors are being placed. 

For Robinson’s, Mr. Petit, display manager, has used 
on the floor of each window for his spring opening dis- 
plays black felt mats with a cut-out design in the corners. 
Each display, which is of marked merchandise value, has 
an attractive decorative unit. In some of the windows it 
is only a large vase of antique metal finish which contains 
a spray of flowers, some of natural design, others of gor- 
geous futuristic designs and colorings. The arrangements 
are greatly enhanced by the use of some magnificent walnut 
tables of elaborate carved design with subdued polychrome 
colors in the finish. Some blue and silver millinery stands 
prove just the proper thing on which to display blue hats. 

A display at Silverwood’s, Inc., which did indeed attract 
many, exhibited the fomous Miller-Schebler Indianapolis 
Racing Cup. This silver trophy, made by Tiffany, of New 
York, stands seven feet in height, weighs 893 pounds, and, 
being worth $20,000, is considered the most valuable cup in 
the world. Tommy Milton is the only man who has dupli- 
cated the ownership of the cup, both times breaking the 
world’s record for speed. Among others who have had 
possession of the trophy are Jimmy Murphy and De Palma. 
Half-sheet cards related these and other bits of interesting 
information, while photographs of racing kings held a 
prominent place in the arrangement. Streamers of deep 
blue and gold ribbons added the decorative note. 

The interior of the Crescent, of Spokane, Washington, 
was most attractively decorated in advertising the February 
silk sale. All of the columns on each side of the main aisle 
were fluted with silk in harmonious blendings of various 
pastel shades of blue, rose, gold, yellow, green, gray and 
orchid, the gold color always being on the side of the 
column facing the aisle. At the top of the flutings were 
showers of cherry blossoms of different shades of pink. 
On each pillar a decorative poster, announcing the Feb- 

(Continued on page 64) 
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COLORED BRONZE POWDERS 


For pocncen at and Store Decoration 





BRONZE POWDER 
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Geo. E. Watson Co. 
62 W. LAKE STREET. 
CHICAGO iLL 
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Nothing livens and dresses up the window and 

store display like bright colors of Bronze Powders, 

Flitters, Metallics, Frostings and Diamond Dust. 
GOLD BRONZE POWDER 

Pale Gold, Rich Gold, Deep Gold, Green Gold, Karat Gold, 


Roman Gold, Mat Gold, Vernis Martin, and Copper. 
Per pound, in ounce papers, $1.80; per ounce, $0.15. 


COLORED BRONZE POWDERS 


Lemon Mahogany Antique Green Carmine 
Brass Maroon Peacock Blue Orange 
Orange oo Green Brown Chocolate 
Fire pple Green Crimson 


These are asc” or all decorative purposes and coloring 
dried flowers and grasses: Put up in ounce papers, Sample 
card free. Per pound in oz. papers, $2.25. Per ounce, $0.22. 


FROSTINGS AND MICA 
Frosting is in flakes like snow. Diamond Dust is the 
same ground fine. Used for producing snow effect on 
how Cards and Decorations. per jp. Per oz. 


Frostings, white, in flakes.............s-secsess $0.55 $0.05 
Diamond Dust, white, powdered.........seereee 55 05 
Powdered Mica, white, ) Gakeys.cscicscccevesses 30 05 


Send for complete Catalog of Brushes, Colors, Etc. 


GEO. E. WATSON CO. 


62 W. Lake St. “The Paint People” Chicago, IIl. 
BEBE BEEEHEEBEHREBE RB SESS ESE SB 


Have You Ever Used a REAL AIR BRUSH? 


Every “WOLD” Air Brush is mechanically perfect, there- 
fore it DOES THE WORK as it should be done, and it 


LASTS A LIFETIME. 




















Write for Catalog of AIR BRUSH 
OUTFITS for Display Purposes. 


THE WOLD AIR BRUSH MFG. CO. 
2173 N. CALIFORNIA AVE., CHICAGO, ILL. 











Bronze Signs 


Economy — Quality 
— Service 
MANUFACTURERS 


ART IN BRONZE CO. @ivatan, 
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Toast Campaigns Offer Ideas 


One eastern electrical firm erects huge toaster 
as part of window display 


The “Eat More Toast” campaigns, which have been con- 
ducted throughout the country by the Wheat Council of the 
United States, with headquarters in Chicago, assisted by the 
Joint Committee for Busimess Development and other elec- 
trical organizations in the East, have borne good fruit, and 
have not only stimulated the sale of wheat products but a 
great many electrical appliances. 

Electrical firms should not lose the opportunity to install 
attractive window displays wherever these campaigns are 
being conducted, for the returns are bound to be good. H. E. 
Dawson, secretary of the Rhode Island Electrical League, 
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Toast Campaign Display at Providence, R. I. 


Providence, R. I., reported exceptional success with the win- 
dow displays used there. 

The Narragansett Electric Lighting Company, of Provi- 
dence, installed two very clever window displays during the 
campaign, which offers a suggestion for similar displays any- 
where. In one, a huge electric toaster five feet high and two 
and one-half feet wide, was erected. The heating element was 
made of glass, with red paint to depict heat. The lower por- 
tion was in bright red, the middle and upper parts made the 
heat appear less intense. The reason—the heating element is 
not as hot at the top as at the bottom. If it was it would 
burn the bread. The piece of bread, just toasted, lying in 
front of the toaster, was made of composition board measur- 
ing three feet by three feet. The red effect of a toaster in 
operation was brought about by a bank of seven 75-watt bulbs 
controlled by an electric flasher. 

The idea was conceived by the window display department 
of the corporation’s executive offices in Providence. 





ACQUIRES INTEREST IN CINCINNATI STORE 

Louis C. Goldberg has acquired an interest in the Den- 
ton Company store at Cincinnati, and will become a vice 
president and director of the company. Mr. Goldberg re- 
signed a few months ago as vice president of the Albert 
Pfeiffer Co., Providence, R. I. 





NEW ADDITION IS NEARING COMPLETION 

The new addition to O. Falk’s Department Store at 
Tampa, Florida, is nearing completion. D. K. Sims, dis- 
play manager will have twelve large windows to look 
after, in addition to thirteen in the old store, making a 
total of twenty-five windows and 350 feet of window space 
in all. All the window backgrounds are finished in figured 
gum and hard wood floors. It is planned to open the 
addition about April 1. 
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Paint Window Holds Attention 


Clever display of hardware firm continues to 
work at night by spot lights 


When E. J. Hallett & Son, the wide-awake hardware 
firm of Pontiac, Mich., concentrate on a subject, they in- 
stall a window display that convinces the public they not 
only have the stock, but can display it in such an attractive 
manner that desire to purchase naturally follows. 

The display illustrated was used in connection with the 
paint season, and the slogan, “Don’t Put It Off, Put It On,” 
was not only original, but displayed in such a manner that 
it immediately caught the eye of the passerby, The back- 





Clever Paint Window, E. J. Hallet & Son 


ground of the window was yellow, as was also the floor 
and steps. The trimming was of bright red. The large 
sign, and also all of the small ones, were on a yellow field, 
with red lettering. 

There was nothing in the. entire display that did not 
pertain to paint, with the exception of the light bulbs in 
the right.corner. At night, besides the regular lighting, 
there were four powerful spotlights of various colors fo- 
cused about the window and one on the large sign, which 
created a beautiful effect. The window not only caused 
considerable comment, but, according to members of the 
firm, brought increased business to the paint department. 





CATITALIZING ON WINDOW IMPROVEMENT 


A paint dealer in Chattanooga, Tenn., was having the 
floor of his display window varnished recently and noticed 
that it attracted large crowds. He hastened to have a show 
card made, which read: “THIS FLOOR BEING VAR- 
NISHED WITH BLANK’S FLOOR VARNISH—TOUGH, 
DURABLE, WATERPROOF.” It brought many people 
into the store and greatly increased his cash sales on var- 
nish. It worked so well he continued to cash in on it after 
the job was completed by placing an old box in the center 
of the window, covered with rich toned velvet, on top of 
which he placed a package of the floor varnish in question. 
On either side of the draped box was a hand cut out of 
cardboard which pointed at the floor, and also a card a few 
feet away which said, “BLANK’S FLOOR VARNISH— 
TOUGH, DURABLE, WATERPROOF.” It was a simple 
display, but it told a big story and sold goods because it 
was a real selling idea. 





ASSISTANT BECOMES DISPLAY MANAGER 


Hugh Henry resigned January Ist, as first. assistant to 
E. V. Boyd, display manager of The Deisel Company, 
Lima, Ohio, and became display manager for Leo Meyers 
Company, Columbus, Ohio. Mr. Henry has shown rapid 
advancement in the display field and his friends are wish- 
ing him success in his new position. 
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What the “Passerby” 
Thinks of you ?) 
or Your Store 

largely depends on your 


Show Cards and Window 
Backgrounds. 


Don’t Let Your Displays 
Destroy Public Confidence 


make yours so attractive that 
they create a desire to buy 
and like a magnet—fairly pull 
the Customer “IN.” 





. A Paasche Did It! 








A Parrot Con Talk But He’s No Salesman 
Some Signs—Show Cards Don’t Even “Talk” 
PAASCHE AIR BRUSHES make Your 
Display So Good They Tell Your Story 


to Your ““Tomorrow’’ Customers! 
WRITE FOR CATALOG 


Sidhe Hit Sous Co 


1902 DIVERSEY PARKWAY CHICAGO 
Makers of Air Brushes—Accessories, Acknowledged the BEST 





















































COMPLETE BRUSH AND PEN 
OUTFITS 


These outfits contain everything necessary for 
the Card Writer and Displayman. 


BRUSH OUTFIT FOR $2. a 
1 No. 12 Pure Sable Rigger-- 
1 No. 8 Pure Sable — 
: No. 6 Pure Sable Rig 35 
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2 2-Ounce Water Color (Red & “Se 50 
1 Razkut Card Cutter 25 

1 Show Card Instruction Book—FREE 
TOTAL VALUE. $2.50 

PEN OUTFIT FOR $1.00 

1 Set Speedball Pens $ .50 
1 2-Ounce Speedball Ink 25 
1 Speedball Instruction Book 15 
1 Double End Penholder 15 
1 Set (12) Round Writing Pens 20 
TOTAL VALUE -$1.25 





These Outfits will be Sent Prepaid 
Sign & Show Card Supplies 


OArthur CF. dloerauf ©Co. 
525 Woodward Ave., Detroit, Mich. 
Send for Illustrated Catalogue 

































THE DISPLAY WORLD 
































If It’s Display Fixtures 
We Have It 


No. 812—Enamel Suit and Dress Form. 
Sizes: 16 and 36. W base finished in 
Ivory, Grey and Gold. $10.50 each. 

Finished in Mahogany, Walnut and Ha- 
zel, $12.00 each. 


No. 612—Extension Coat and Dress Stand. 
Rinkehen in Ivory, Grey and Gold. $6.00 
each, 

Finished in Mahogany, Walnut and Ha- 
zel, $5.50 each. 


No. 301—Men’s Coat Form Sizes: 4, 36, 
38 and 40. Wood base. Finished in Ivory, 
Grey and Gold, $7.00 each. 

Finished in egg gs & Walnut and Ha- 
zel, $8.50 each. Metal base, $5.00 each. 


Nos. 200, 201 and 202—Different styles of 
Fancy Wood Millinery Stands. Finished 
in Ivory, Grey and Gold. Sizes 18, 24 36 
and 42. 

Prices: No. 200, $36.00 Doz. 
Nos. 201 and 202, $45.00 Doz. 


No. 312—Metal Shirt Stand, 5” base, 9” 
12” and 15” extension, at $18.00 Doz. 


No. 310—Wood Collar Stand, 9”, 12” and 
15” heights, at $10.50 Doz. 


No. 315—Round Wood Pedestal, 12”, 18” 
and 24” heights, at $21.00 Doz. 


We also Manufacture a Complete Line of 
Cloak Racks, Hangers, Men’s and Ladies’ 
Shoe Stands, Valances and Plushes. 


REMEMBER—Buy Direct from the Manu- 
facturer. IMMEDIATE DELIVERY. 








Consult us before buying elsewhere and 
save 35 per cent. 
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Chicago SpringOpeningsA nnounced 


Many unusual displays in the State Street windows 
and one anniversary celebrated 


By J. DUNCAN WILLIAMS 
Special Correspondent, The DISPLAY WORLD 


ARCH comes in like a lamb—almost warm and balmy 

—and, of course, all Chicago merchants, and perhaps 
most Chicago people, hope that it will stick around awhile, 
and go out as nearly like it came in as possible. The win- 
dow displays of spring styles in January and February 
were of direct interest to those fortunate ones able to make 
the annual pilgrimage to southern climes. However, the 
advancing season and the pleasant weather contribute 
greatly to their increasing local interest, as evidenced by the 
more than casual concern of the average man or woman 
window shopper at the present time. 

The amount of ‘‘Clearance Sale” merchandse displayed 
in the windows along State Street at this time is almost 
negligible. The valuable space is devoted almost entirely 
to the careful showing of the more interesting and profit- 
able lines of new spring goods. Shoppers are busy study- 
ing the new styles, and apparently anxious to be favorably 
impressed; merchants are vieing with each other to accom- 
modate them. 

Between the tenth and the fifteenth of this month the 
spring openings will take place, and displaymen who make 
the regular pilgrimage to Chicago for this occasion should 
watch the Chicago papers for announcement of the exact 
time they will take place. 

Hillman’s Department Store, Randolph and State Streets, 
comes into the foreground this week in the celebration of 
their twenty-fifth anniversary and silver jubilee. There is 


not an article of merchandise in any of the State Street 
windows. However, they are used most effectively to ad- 
vertise the eventful occasion. A blue silk flat covering is 
used against the background, in front of which is a mas- 
sive ornamental scroll design, done in silver, supplant- 
ing twenty-five electrically lighted candles. Silver foliage 
is appropriately placed about the scroll work and trailing 
out into the foreground on the window floor. Each window 
carries a window card announcing the event, and some 
further copy expressing the service policy of the firm. 
Readers will probably recall a similar event last year, in 
which this store celebrated its twenty-fourth birthday with 
a set of windows featuring a huge birthday cake with 
twenty-four candles, etc., as described in detail in the 
March, 1923, issue of The DISPLAY WORLD. Hillman’s 
no doubt have found this method of using their windows 
to advertise an important event highly satisfactory, or they 
most certainly would not repeat it, considering the enor- 
mous sales value of six large windows on State Street. 

There has been no change in the backgrounds at Field’s 
up to this time. The weekly change of merchandise, each 
change featuring something new and different in style, color 
and fabric, has been quite interesting enough. Mr. Frazier 
has such abundant sources of such things to draw from, and 
selects his displays with such exquisite taste and good judg- 
ment, that each of his windows is a moel of perfection and 
the entire front an impressive style show. 

The large corner window at Washington Street displays 
five wax figures wearing new spring suits for women. 
Each figure shows a different style and the colors are of 
solid tan twills and blue fabrics. The next window shows 
two drapes of silk crepes featuring hand-blocked patterns 
after the original designs of a famous colorist. No. 3 
shows three headless figures wearing tan cloth coats with 
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° Opportunity Exchange 


@) 


Men Wanted Positions Wanted Gor Sale Winted to Buy 








POSITION WANTED 


Displayman and card writer, with three 
years’ experience in men’s clothing store, 
wants progressive connection. Forceful 
selling methods backed by merchandising 
knowledge. Employers’ reference, 
Address “R. I.,” 
Care The DISPLAY WORLD 


325 IDEAS 
for card writers 
Money order (no stamps). 

R. G. BROCK 
2825 Boarman Ave., Baltimore, Md. 


YOUNG MAN 
who is a good window trimmer, ad 
writer and card writer wanted for 
ladies’ ready-to-wear. Position open 
at once. Write I. LANG, 1425 11th 


Avenue, Altoona, Pa. 


for 50 cents. 











POSITION WANTED 
By young man, twenty-three years old, 
as display manager and stock keeper. 
Jewelry preferred. Married, good habits 
and hard worker. Address 

WALTER LEE BELL, 
P. O. Box 184. Americus, Ga. 


doz., postpaid. 


FOR SALE—Fleece-lined Jersey cloth, 
taped elastic top slippers for displaymen. 
75c per pair, $4.00 % 
Patent pending. Ideal 
pocket hammer, 4% in. long, nickel plated, 
patented, 85c postpaid, 

J. M. WALTERS, Mfr., 


220 South Benton Way, Los Angeles, Cal. 


Fits over any shoe. 


HIGH-CLASS DISPLAY MANAGER 
with proven ability of successful results 
and a national reputation will be available 
about May 15. 

Address “T. 0O.,” 
Care The DISPLAY WORLD. 














COMBINATION MAN WANTED 
Only thoroughly experienced need apply. 
For dry goods and ready-to-wear store. 
Window, also interior, trims; write strong 
ad copy. State salary and reference, and 
neme last employer. 

Box 217, ELMIRA, N., Y. 


Mittentheal. 


Huntington, 











WINDOW a AND CARD 


One who has had experience in popular 
price department stores. Send samples. 
State full particulars, salary, etc., to M. 


HUNTINGTON DRY GOODS CO., 


Window Trimmers, Displaymen — Paint 
your own Scenic Background and Artistic 
Accessories. We teach you how by Mail. 
Our Exclusive Correspondence Courses in 
Theatrical Scene Painting and Pictorial 
Arts are practical and inexpensive. We 
also sell Imported Theatrical Scenery 
Models; they are wonderful. Send stamps 
for Illustrated Literature and Price Lists. 


‘Wass Virgie Enkeboll Art Institute, Omaha, Neb. 




















fur collars. One of these coats has a hand-embroidered 
design and is particularly attractive. Window No. 4 
features spring millinery; nine hats are shown and each 
one a “creation.” Window No. 5 is a display of misses’ 
dresses. Three wax forms are posed advantageously and 
a single hat is displayed on a stand. No. 6 is another 
display of fancy brocade silk piece goods draped over 
the two Javanese statuettes. Another window is com- 
posed of wool dress goods of large pattern effects. Three 
inch cross stripes form twelve. inch squares. Light green 
and brown or tan grounds are the color effects. Still 
another window devoted to spring dress goods shows suit- 
ing fabrics of tan ground with vari-colored striped pat- 
terns, while a hat of appropriate color lends further interest 
to the display. Red buttons are suggested on the drapes. 
Other displays feature misses’ suits in green and in tan, 
shown on wax figures wearing green and tan hats respec- 
tively, dark gray and brown suede pumps. 

The large Island window at Stevens reveals a most com- 
prehensive display of new spring suits and coats featuring 
particularly the popular darker shades garnitured with 
white trimmings. Six wax figures are used to display the 
various styles effects in suits; coats are draped on stands; 
hats are also displayed in this window to good effect both 
on the wax figures and as part of special unit combinations 
otherwise arranged. The vestibule windows composed of 
sixteen units feature new spring novelties in women’s 
furnishings. 

Mandel’s windows are particularly attractive, and there- 
fore, interesting just now. The large window at the corner 
features an excellent display of highest-grade printed 
silks in fancy colorings. Three drapes are used around 
a wax figure dressed in a garment made up from the mater- 
ial used in the window. The second window on State Street 
at Mandel’s is a charming display of lace dresses. _Two 
wax ladies’ are dressed in a pale pink and black trimmed 





combination. Each wears a black lace trimmed hat. 
Another hat is shown on a stand. The effect is very good. 
Another window which is attracting no small amount of 
attention and interest among the women is a boudoir win- 
dow of negligees, blouses and other boudoir habilments 
made up from similar patterns of printed silks in the orig- 
inal color designs of Leon Bakst. A wax figure wearing 
a beautiful negligee is seated on a couch covered with a 
similar material. 

Mr. Tannehill’s window’s at Carson, Pirie, Scott & Co.’s, 
are always in the foreground of the phalanx whether con- 
sidered in the light of style, merchandising or window 
display. They are always representative of the best; they 
are always unmistakably authoritative; invariably inter- 
esting and effective, they are daily inspected by thousands 
of native Chicagoans and transient visitors to the city. 

The windows on Madison Street are given over to spe- 
cial displays of spring dress goods and silks, while the first 
four large windows on State Street are devoted to style 
displays featuring spring dresses and suits. Each of the 
four windows presents a distinct style unit and differ from 
each other by color or alternate arrangement. Two win- 
ows are used to display black and white combinations in 
suits and dresses. 

A “Sale of Spring Dresses at $17.75” is the star display 
in the corner window of the Boston Store. Dresses are of 
silk and are shown on forms and draped on stands. Satin 
Canton crepe silks for spring dress-making are featured in 
another large window at $2.95 per yard. Smart Ittle unit 
groups of spring hats are used in this display, and the 
effect is extra good. 

The State Street windows of Bedell’s are attractively 
arranged with displays of spring apparel shown in distinc- 
tive unit style and featuring the following interesting items: 
New twill coats in tan; new knit sweaters of fiber; fiber 
knitted sport suits and dresses. 
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A SERVICE THAT SAVES 
YOU TIME AND MONEY 


Our central location and unexcelled 
transportation facilities enables us to 
give you prompt and efficient service 
and high-class illustrations at most rea- 
sonable prices. 


AG AG NGS 


We FEATURE 


(e)te)s: : PLATES fe 


“~ 


4 Sy 
prot an 


Oke 
| ART REPRODUCTION 


225 W. FourtH St. 
CINCINNATA:: ©: 





HALF TONES—ZINC ETCHINGS 
PROCESS COLOR PLATES FOR 


Catalogs, Folders, Booklets, Broadsides, 
Envelope Stuffers, Sales Cards, 
Newspapers and all forms of 


ADVERTISING 


Try us out on your next order. 

















Motorcycle Windows Resultful 


Michigan firm traces sales to displays and 
carefully watches all the details 


By DICK THORPE 


Display Mgr., Harley-Davidson Sales Co., Flint, Mich. 

In addition to handling the displays of the products we 
sell, I am co-proprietor of the Harley-Davidson Sales Com- 
pany, Flint, Mich., with Merle Chalker. We have watched 
developments closely, and can attribute much of our suc- 
cess to the use of proper window displays. 

We have been in our present location at 1220 North 
Saginaw Street, Flint, for only a short time, yet our show 
windows cause quite an amount of interest to people pass- 
ing by. We have had a large number of inquiries since 
using our window displays, and as we have not been doing 
much other advertising up to this time, we feel sure the 





How Dick Thorpe Displays Motorcycles Effectively 


displays have been the cause of the inquiries. 

Prior to moving to our present location, we did not pay 
much attention to window displays. Now that we have 
concentrated on one line, and feature motorcycles exclu- 
sively, we have come to the realization that any business, 
to pay properly, must give careful attention to its show 
windows. 

In opening up our new display space we installed neatly 
polished floors, and all the other accessories that go to 


‘make up a standard, attractive window display. The val- 


ances and other decorative material are all in keeping with 
the high standard of the displays. The display shown in 
the illustration featured a late model motorcycle, finished 
in white, and against a dark background not only afforded 
a striking display in the daytime, but at night, under the 
spotlight, was exceptionally attractive. 





NEW YORK MODELS AT GRAND RAPIDS 


Forty professional models will be taken to Grand Rapids, 
Mich,. from New York City during the week of March 3 
for the fashion show to be held at the National Guard 
Armory under the auspices of the Shriners. All the gar- 
ments used will be furnished by the Grand Rapids mer- 
chants. 





OPENS TWO NEW SHOPS IN CALIFORNIA 


Two new stores, to be operated under the name of 
“Miss California,” have been opened in Los Angeles by 
F. H. Leggett, one at 4126 South Vermont Street and the 
other at 3800 West Peco Street. Lines to be carried are 
suits, blouses, sweaters and hosiery. 
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Are you master of your profession? 


: Ty 
% 





Here Is a Book That Reveals All the Secrets of Expert Draping 


THE ART OF DRAPING, by Jerome 
A. Koerber, is a complete, modern and 
practical text and reference book on 
the subject of mercantile and display 
draping. It covers the subject thor- 
oughly, comprehensively and authorita- 
tively, and is profusely illustrated with 
diagrams, pen drawings and photo- 
graphs. 

The contents of this book is a revela- 
tion as it comprises the experience of a 
life spent in the execution of draping 
art by the country’s foremost draping 
authority. 

The merits of the book is further 
proven by the fact that it is today con- 
sidered the standard text on its subject 
and has a wide sale among displaymen 


and students of display throughout the country. 
To become a master of the display profession it is es- is 
sential that one have a complete knowledge of all the 





ORDER BLANK 
The Display Publishing Co., Cincinnati, 0. 


Gentlemen: Enclosed find money order 
for $3.00 for one copy of Koerber’s ART 
; OF- DRAPING. 


| Ship postpaid to following address: 














Over 100  Illustra- 
tions—128 Pages 


Size 742x10% 
Cloth Bound. 
$3.00 


Per Copy, Postpaid 











postpaid. 


Published by 


The Display 
Publishing Company 


1209 Sycamore St. 


Cincinnati -%- -t- Ohio 


fundamentals of that art, and whether 
student or experienced displayman this 
book should be in your possession for 
study. and reference purposes. 


The followng subjects are covered: 


The fundamentals of draping; fixtures 
—what they are and their importance; 
how records are kept in display depart- 
ment; efficiency in decorator’s room; 
general knowledge of merchandise; the 
structure of drapery; ornamentation of 
drapery; importance of color and color 
harmony; a chart of colors and com- 
binations; combining colors by use of 
color chart; some pertinent advice— 
errors to be avoided; draping examples 
illustrated and described. 


Get a copy of this book today—you will find that it 
more than worth the price—only $3.00 per 


copy 





SPECIAL OFFER 

A copy of this new book, THE 
ART OF DRAPING, together with 
a year’s subscription to The DIS- 
PLAY WORLD at a cash saving 
of $1.00—Both for $4.00. If you are 
already a subscriber your subscrip- 
tion will be extended. 
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Pacific Coast Display Activities 


(Continued from page 57) 


ruary silk sale, was hung by fancy brackets. Nine of the 
Crescent’s spacious display windows were used to advertise 
the splendid silk values offered. 

In order to stimulate the sale of toys during the entire 
year, the Rhodes Bros. Co., of Tacoma, Wash., have opened 
a new department on a mezzanine between the second and 
third floors. The entrance to “Uncle Wiggley’s Wonder- 
land,” a room of 120 feet by 40 feet, is an especially con- 
structed stairway. At each side of the entrance are life- 
size cut-outs of “Uncle Wiggley” of Toyland and his fam- 
ily. The floor is of stationary cement construction to 
facilitate the demonstration of wheel and other mechanical 
toys. At one end of the room is a large kiddies’ playhouse, 
where it is the plan to hold, each month, a party for the 
youngsters. 

By capitalizing on the fashionable popularity of Mah 
Jong, Charles F. Berg’s Specialty Shop, of Portland, Ore., 
found a means of appealing with a stable line of hosiery 
to the seekers of Mah Jong prizes. The “Mah Jong Box 
of Hosiery” was converted from a regular three-pair box 
of black silk with colored striped tops. A local paper box 
factory covered the stock boxes with a gay solid colored 
paper and pasted gorgeous stripes across one corner of 
the box, while cut-out characters copied from the game 
itself completed the novel package. 


The Phelan’s Specialty Shop ot Everett, Wash., has just 
recently moved into more spacious modern quarters of 
nearly twice the size of the former location. The French 
gray walls with a rise-colored frieze near the ceiling, against 
which are hung a number of huge mirrors, and with fur- 
nishings of the same color scheme, makes this new shop 
a magnet for femininity. There are no counters, the articles 
being shown in late glass display cases which are arranged 
obliquely down the length of the room. Paneled screens, 
rose draped and hand decorated, divide the shop into com- 
partments. 

The backgrounds of the two large display windows are 
also of French gray finish, which is so excellent a color 
against which to display dainty and brilliant garments for 
milady. Mrs. Phelan is a pioneer business woman of 
Everett, having opened her shop over twenty-one years ago. 





School Equipped with 21 Windows 


More than one thousand fixtures are also used 
in teaching of display course 


Central Institute is said to be the only school in the east 
that is equipped with twenty-one windows and 1,000 fix- 
tures of every description to teach window display. Its 
courses are compiled from the best experts in the profes- 
sion. Mr. Roberts has selected as his directors of the 
Institute Mr. A. S. Felder and staff. Mr. Felder, who for 
twenty-two years has achieved wonderful success in the 
display world, also instructed the Men’s Wear and Carniva! 
Classes of the Bond Institute. 


The institute is located at 256 West Thirty-fouth Street. 
New York City, and sessions are held during day and ‘even- 
ing hours. With this enterprise is associated the Pennsy 
Sign Company, which gives thorough instruction in show 
card, poster and sign work under the general direction of 
Mr. Milton Roberts, who has charge of the sign shops of 
many of the leading department stores of New York, such 
as James A. Hearn, R. H. Macy & Co. and Gimbel Bros. 
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Children’s Figures 


As Reproduced | 
In Wax © 


by 


EPRODUCED from an actual 
photograph this illustration of 
children’s figures gives a slight idea 
of the perfect naturalness of pose 
and detail which has been achieved 
in the sculpturing of our wax fig- 
ures. The flesh coloring and de- 
tails of hair, eyes and lips, really 
should be seen to be appreciated. 


Children’s figures in wax, as in 
painting and advertising, have an 
irresistible charm that compels at- 
— ant tention. Consider this fact from a 
S. G. Special 51 merchandising standpoint. 





Wax Figures, equally faithful in reproduétion 
to those of the children’s as illustrated 
in men’s and women’s figures 


J. R. PALMENBERG'’S SONS, Inc. 


Founded 1852 — 
63-65 WEST 36TH STREET, NEW YORK 
BOSTON CHICAGO SAN FRANCISCO BALTIMORE 
26 Kingston Street 204 W. Jackson Blvd. 11 First Street 122 ‘W. Baltimore Street 
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Are You Getting 
The Mest out of your Display Windows 


Display. Windows without Decorations 
Are like Magnets that have been Demagnetized 


They*both fail to Attract 
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“The Guide to Better Window Displays” Will Help You 
— Write for it Today— 


THE ADLER-JONES CO. 
649 South Wells Street, - - - - = -& CHICAGO 
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